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ARIZONA—Codd Advertising Service, 16 North Scott St., Tucson. 


Include Tucson in your neat campaign. 





AUSTIN, TEXAS—Livingston Display Service. 205% W. Sixth St. 





BUFFALO, N. Y¥.—Windo-Craft Display Service, Inc., 376-378 Pearl 
St., Buffalo, N. Y. Branch offices in Rochester, Syracuse, Albany, 
Utica, Poughkeepsie, Binghamton, and Erie, Pa. 





BUFFALO AND VICINITY—Victory Sign and Display Studios, 
39 W. Chippewa St. First-class window installation service at reason- 
able rates. Large and reliable. Satisfaction guaranteed. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico St., 
Los Angeles, and 869 Folsom St., San Francisco. Branch offices and 
warehouses at Oakland, Fresno, Sacramento and San Diego. 





CHICAGO, ILL.—Fisher Display Service, Inc., 560 W. Lake St. 
Soi Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs. exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighborhvod Stores Display Service, Inc., 509 
South Franklin Street, John Sanders, General Manager. A modern 
display organization covering Chicago and suburbs completely. Estab- 
lished 14 years ago. 
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CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 





CLEVELAND, OHIO—Modernistic Adv. Service, 3288 Kildare Rd., 
Cleveland Heights. Window installations that sell goods and house- 
to-house advertising distributors. A responsible coverage of the 
Cleveland market. 





CODY, WYO.—Headquarters of The Sherwood Display Service, 
catering to national advertisers who desire better installations in 
Montana and Wyoming. 





COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 





HUNTINGTON, W. VA.—West Virginia Advertising Co., Union 
Bank Bldg. A modern service that satisfies its clients. A trial will 
convince you. 





LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install ‘“‘merchandised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet, 
““Merchandised Window Displays.” 





NEW ORLEANS, LA.—I. L. Lyons & Co., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, T.a. 








NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles, 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd. 














PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. llth 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania,. New Jersey and Delaware. Write for a list 
of satisfied clients. 





PITTSBURGH, PA.—Arcee Vee Display Service, 109 De Sota 
Street. Covering Western Pennsylvania, Eastern Ohio, Northern 
West Virginia. Quality and service that satisfies. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St. 
Write L. M. McMahon for data concerning southern New England 
territory. 





QUINCY, ILL.—Colpitts Advertising Service. 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





ROANOKE, VA.—Roanoke Window Display Service, Box 1146. 





SEATTLE AND WESTERN WASHINGTON—Wind-O-Display Serv- 
ice. A. H. Olson, Manager. A reliable and established display service. 





STAUNTON, VA.—Frank B. Holt, Advertising and Display. Sat- 
isfactory service for Western Virginia. Write for map. 
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COVER 1934 OUR NEXT ISSUE 





Bernard Himes, display direc- 
tor, Lipman, Wolfe & Co., Port- 
land, Ore., created the lovely 
opening display reproduced on our 
cover. The display was in black, 
white, silver, green, and blue, the 
Venetian blind being painted a 
rich blue. This display was one 
of the most beautiful in the Port- 
land, 1934, Spring Opening. 


“DISPLAY WORK OFFERS 
ONE OF THE BEST OPPOR- 
TUNITIES FOR CONSTRUC- 
TIVE DEVELOPMENT IN RE- 
TAILING FOR 1934. DISPLAYS 
BUILT AROUND IDEAS, AND 
NOT PRICES, WILL AID MA- 
TERIALLY IN THE SELLING 
OF MERCHANDISE.” 

G. E. FARGO. 


Photography as a Promotional 
Necessity...By Howard Williams 


A Million-Dollar Project...... 
Ore Pcie eae By A. J. Roeder 


Modern Display Presentation. . 
Pee atates By Geo. G.- Wagner 
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MADE IN 15 COLORS 


White, red, sky blue, brown, orchid, 
dark green, pink, dark blue, sand, 
orange; black, canary, spring green, 
silver and gold. 


5 FT. WIDE—20 FT. LONG 


Flexton comes in rolled sheets 5 ft. 
wide and 20 ft. long. Each roll is 
packed in an individual corrugated 
fibre container which will protect it 
until used. 


A SUBSTANTIAL MATERIAL 


Flexton is a strong and durable dis- 
play material. A small column 
easily supports many pounds of 
weight. This extra strength makes 
Flexton much to be desired. 


EASY TO TAILOR 


Flexton cuts easily into a wide 
variety of shapes and sizes. Its 5 ft. 
width makes it adaptable to many 
different types of display effects. 


EASY TO ASSEMBLE 


Flexton goes together quickly and 
once together, stays put. Ordinary 
paper fasteners take the place of 
glue and staples. 


EASY TO LOOK AT 


The wide range of colors plus the 
unusual workability of the material 
make Flexton Displays outstanding. 
Unusual backgrounds of almost any 
type or description are readily pos- 
sible with Flexton. Order Flexton 
from your paper merchant, or address 
The Hinde & Dauch Paper Company, 
Sandusky, Ohio. 





THC HIND nd DALI PAPER CO, 
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New Store Fronts Reveal 
Sales Value of Light 


Revealing how far light has progressed as 
a merchandising factor in the modern com- 
mercial establishment, three’new store fronts 
in the General Electric Institute at Nela 
Park, Cleveland, strikingly demonstrate the 
latest developments in lighting effects as 
they may be applied to the store front of 
today and tomorrow. They show not only 
how light may be employed as a decorative 
asset, but how it can perform a definite 
merchandising function as well. 

Three outstanding applications of light at 
the store front are revealed in the most re- 
cent developments in electric sign design, 
built-in architectural lighting effects, and 


show window lighting. These applications 
indicate radical departures from conventional 
practice for those merchandising institutions 
that wish to keep abreast of the times. 
The Light Incorporated store, the largest 
of the three store fronts, is particularly im- 
pressive. The “Light Incorporated” sign 
itself is one of the first features to compel 
atterition. This is a new silhouette creation 
and is modern in every respect. The letter 
shapes, cut out of glass, are flush with the 
face of the building; the light sources are 
built-in behind, and black letters painted 
on the larger glass letters create the silhou- 
ette effect. The amount of illumination com- 


ing from these letters can be increased, to 
show how they can be kept equally com- 
pelling if the illumination in the neighbor- 
nig vicinity is increased. The G. E. mono- 
gram is lighted in the same manner. The 
small sign to the left of the window is also 
silhoutted by light from behind. 

The sign on the “Ball” store front next to - 
“Light Incorporated” is a compelling and 
unusual one. Another type of silhouette 
letter is used in this sign; with the deep 
letters B-A-L-L located in front of a hol- 
lowed rounded background, silvered in order 
to reflect the beautiful color combinations 

[Continued on page 31] 
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Spring Visits the Rose City 


Before giving DISPLAY WORLD readers 
a complete description of the window display 
creations prepared by Portland’s display art- 
ists, let me speak for just a moment of the 
fashion angle as seen through the eyes of 
Jean Allen, fashion editor, The Oregonian. 
Her review of the opening follows. 

“Spring, 1934, arrived last night, the cal- 
endar notwithstanding. Spring arrived. And 
scores of shop windows in the downtown 
district allied with her to flaunt her charms. 
Each window a theatre and each with spring 
the theme, curtains parted at a given moment 
to reveal tableaux of loveliness. 

“It must have been just about the last 
straw for spring-teased Portlanders, who for 
weeks, under sunny skies, have longed for 
all the refurnishing that spring inspires— 
new clothes, new furniture and even new 
garden hose. 

“Each little stage drew from the large, 
progressive audience of appreciative Port- 
landers who have learned to depend upon 
spring openings as prepared by the retail 
merchants of the Portland Chamber of Com- 
merce. The task of judging the windows fell 
to the Progressive Business Men’s Club. 
For this purpose the participating shops 


By JOHN TIMOTHY 
Publicity Specialist 
Portland, Oregon 


were divided into twelve classifications, with 
a board of four persons judging each classi- 
fication. 

“Meier & Frank Company won first place 
among department stores; Olds, Wortman 
& King, second place, and Lipman, Wolfe & 
Co., third. Charles F. Berg Company won 
first place among women’s wear stores. 
Young’s Gown Shop placed second, Eastern 
Outfitting Company third, and Lerner’s re- 
ceived honorable mention. Other first-prize 
winners were: Haberdashery and men’s fur- 
nishings, M. H. H. Sichel; shoes, Armi- 
shaws; jewelry, M. Jacoby; utility, North- 
western Electric; food stores, Fred Meyer; 
furniture, Powers. 


—The charming display pictured at the 
top of this page is a creation of Ber- 
nard Himes for Lipman Wolfe’s. The 
figures are gowned one in pink and 
one in blue lace. The window floor-is 
black felt. The constructional forms are 
in yellow, light and dark green. The 
two pottery vases are in yellow, and 
are filled with real apple blossoms— 


“They must have found what they were 
looking for, those men, women and children 
who viewed the spring opening. For this 
spring it is the thing to be individual. This 
once, at least, it is smart to choose the type 
of costume, dress, suit or coat, hat, gloves 
or shoes that becomes the individual. And 
the color, too, may be a matter of choice. 
Was spring ever so kind! 

“The beauty of the windows as well as 
their wares, a matter which has concerned 
artists for weeks and maybe months, was 
not to be overlooked. Dignified and, in most 
instances, very simple, their loveliness was 
classic. Lighting effects, which were in- 
geniously achieved, threw the emphasis upon 
the displays. And the glamour of the whole 
partook in large measure from the excellent 
good taste and restraint exercised in the 
general plan. 

“A wedding scene in one large corner 
window was presented with only three fig- 
ures, the bride in shimmering white satin 
and her attendants in colors. Rare was the 
window that did not have an arrangement 
of fresh spring flowers. Velvet draperies in 
pastel tones formed backgrounds for a series 
of impressive style displays. Each drape of 
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one luscious color formed the complete set- 
ting with the aid of a modern white screen 
and a low table of dark wood upon which 
lay exotic magnolias. And against each set- 
ting was shown one lone figure, exquisitely 
gowned. 

“With soft, black velvet used as carpeting 
for the majority of windows, the more sur- 
prising was the black tile of one smart 
group. From this shining surface was re- 
flected the burgundy color of a stunning 
gown for a matron, and the cool green of a 
sophisticated cocktail gown. “ Dull tile cov- 
ered the floor of a corner window where 
were shown two evening gowns and each a 
masterpiece. Their background was a Gothic 
arch of grill work against parchment, per- 
mitting a soft lighting effect. 


e 


—At the top is one of D. J. Davis’ dis- 
plays for Charles Berg’s. The construc- 
tional form is covered with a corded 
velvet fabric in a rich yellow; the drum 
effect is in lemon yellow with green 
bands; it contains a decorative frosted- 
glass flower piece; the modern wall light 
is of amber glass and copper. The fig- 
ure is gowned in a rich pink satin— 


—L. A. McMullen designed the smart 
men’s wear presentation pictured in the 
center. The center panel is covered in 
black satin; the side screen panels are 
in a rich royal blue; the panels are 
decorated with silver moulding. Cut-out 
girds painted in exotic colors were used 
on the center panel in each display. The 
hanging bowl effect contained real gold 
fish. The flower box at the base of the 
center paned contained real flowers. The 
merchandise in this display was in gray— 


—Another Davis display for Berg’s is 
reproduced at the bottom. The similar- 
ity of background technique is evident 
in both displays, but variety has been 
achieved by the introduction of stepped 
platform displayers. This display is in 
white, sea green, and cream. The mod- 
ern wall light is in silver. The broad 
strips on the background proper are in 
gray blues. The figure is gowned in 
white— 


“Screens of rich-colored velvet, one win- 
dow in white and the other in yellow, af- 
forded an impressive background. Before 
the white screen was displayed a gown of 
white chiffon, with a bit of green in the 
train and corsage, a speedy, wind-swept cre- 
ation. Against the yellow background was 
shown an evening gown of pink satin. 

“It might have been an act from Grand 
Hotel, the corner window showing which 
caught the special interest of many specta- 
tors. Two women in jacket dresses pause 
before the clerk’s desk of a modern hotel 
lobby, while the luggage is safe with the 
efficient young bellboy near at hand. 

“A whisper of summer came with the 
showing of bathing suits in new designs and 
colors, grouped about a garden swimming 
pool. 

“Two living models tried on engagement 
rings and other jewelry in a jewelry store 
display. While the engagement rings they 
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of this issue, a further description won't be 
necessary. Another lovely Lipman Wolfe 
presentation appeared in their Fifth and 
Washington corner. This window is also 
reproduced with this story, so I shall con- ‘ 
fine my description to colors: Black floor, j 
architectural constructional forms in pale 
yellow, light and medium green; two huge | 
yellow pottery vases filled with real apple | 
blossoms: two lace gowns featured, one in | 
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modeled were set with diamonds alone, sev- 
eral other handsome pieces revealed the new 
tendency in jewelry to combine white dia- 
monds with rubies or emeralds. 
“There were many windows devoted ex- 
clusively to apparel for men, to complete en- 
sembles of suit, hat, gloves, shoes, handker- 
chiefs, suspenders, cane and any number of 
other accessories. Along with its spring 
footwear for women, a shoe shop showed 
styles in foot apparel for men, more daring 
than for many a season. Shoes for sports 
wear were of white buckskin and of white 
wie “a buckskin combined with tan or black. And 
Oy vere Z . ° ° 
2 pointed toes, particularly in sports shoes, 
were the rule.” 
While I could continue with the newspaper i 
° ° * 
report of other smart merchandise fashions, _ 
—Paul Durant’s millinery display for 
Olds, Wortman & King presents a back- 
ground motif which was repeated in 
several of his other windows. The cen- 
ter circle is of silver. It frames a clever 
arrangement of stepped displayers with 
a curved face which permits maximum 
display space. The narrow perpendicular 
panels are concave and are faced with 
silver moulding. The decorative cut- 
out grill theme is backed with a heavy 
parchment and illuminated from behind. 
The millinery and accessories were of 
navy and dusty pink— 
—The tropical palm leaf effect which was 
the decorative theme in several of Dur- 
ant’s displays is presented to effective 
advantage in this men’s wear display. 
The cut-out grill design is but the first t 
of three curved projected panels, each t 
panel increasing in size until practically , 
the entire background is filled with the 
third panel. Two steps form shelves for : 
smart display arrangements of men’s t 
wear fashions— 
—The silver circle theme of decoration 
is repeated in this beautiful display i 
which featured a black and white cock- t 
tail hour gown. The circle frames an ’ 
interesting arrangement of frosted and ‘ 
plain glass mirrors; the center figure in 1 
the circle is of Lalique glass. The curved 1 
bench is an important constructional ‘ 
piece as it affords proper background { 
balance. The floor of this entire window { 
is of black tile— ‘ 
I believe the interest of the displayman lies 
in some sort of a description of the vari- 
ous window backgrounds. My description of 
the displays must be limited, so I shall try 
to be brief in my descriptions. | 
I think the surprise of the opening came : 
with the unveiling of Bernard Himes’ Lip- | ) 
man Wolfe creations. One corner window | 
was done entirely in black, white, and marine j ' 
blue, and as it is reproduced on the cover ) 
, 
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blue, one in pink. The six windows between 
the corners contained velvet drapes in smart 
spring pastel colors. Each window featured 
one garment. The decorative effects, as have 
been described elsewhere, contained a large 
white three-panel screen, a low table, and a 
lovely spray of magnolias. 

Fred Paddison, in his J. C. Penney dis- 
plays, framed modern scenic paintings with 
two modern columns, the columns consisting 
of four l-inch boards spaced about 1 inch 
apart and joined with round metal or wooden 
moulding. The column effects were approxi- 
mately 9 inches deep at the top of the back- 
ground, decreasing in depth by a series of 
three 1l-inch set-backs until the columns at 
the bottom were 6 inches deep. A curved 
arch ran from the base of one of the columns 
in each display and practically filled the 
space between the two columns. A decora- 
tive cornice effect, continuing the same 
theme used on the columns, appeared at the 
top of the arch. A window of men’s wear 
was merchandised on modern display plat- 
forms also patterned after the decorative 
motif introduced in the columns and arches. 
One window of juvenile party dresses intro- 
duced two modern trees, the base of the 
trees suggesting a cog with the tree trunk 
the axle. Vine roping furnished the branch 
effect, with the roping covered with blos- 
soms. 

The theme of David Stapp’s displays for 
Bedell’s was “The Star of Our Fashions.” 
In the center of each display was a huge six- 
pointed cut-out star. Each star was painted 
silver and was suspended over the end of a 
modern platform displayer. A modern, ex- 
tremely simple balustrade appeared at the 
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back of each platform. The only decoration 
on the balustrades consisted of a series of 
three small mouldings appearing at one end 
of three small cut-out stars; the moulding 
and stars varied in color in each display. 
A beautifully gowned figure was balanced 
against the cut-out star in each display. At 
one side of each window a series of three 
vertical bands, which ran from the window 
floor to-the ceiling, carried, at the bottom a 
cut-out star on which the theme of the dis- 
play was repeated—“The Star of Our Fash- 
ions.” Another interesting Bedell display 
consisted of eight full-length mirrors ar- 
ranged to form a screen in front of which 
two formal fashions were displayed on man- 
nequins. Cut flowers appeared in every win- 
dow. 

Two of the most modern displays in Port- 
land’s spring opening appeared at Charles 
F. Berg’s. We credit D. J. Davis for the 
presentations. Inasmuch as both displays 
are shown with this presentation, my de- 
scription must suffice with: display on stepped 
platform, background covered with corded 
velvet fabric in white, platform covered in 
cream velvet with sea-green base; modern 


—Portland has never seen such a 
charming group of displays as were 
created by Paul Durant for Olds, 
Wortman & King. Durant’s large cor- 
ner window at Tenth and Morrison 
streets is a remarkable example of 
display ingeniousness. The fine char- 
acter of the cut-out grill work achieves 
a finish seldom equalled west of Chi- 
cago. The window floor is a copper- 
colored tile— 


lamp in chromium. The entire background 
of the window was painted in 3-foot strips 
of gray blues. The display featured on the 
fiat platform had a backgvound of apricot 
yellow corded velvet, with the modern drum 
effect in lemon yellow with Nile green strips. 
The base of the platform was in Nile green. 
The drum contained a group of modern glass 
flowers, which were illuminated with con- 
cealed lighting originating from the drum. 
The modern light was in amber and copper. 
Inasmuch as Berg’s windows are in an ar- 
cade type front, the street front was mer- 
chandised with smart street costumes, cut 
flowers appearing with each grouping. 

L. A. McMullen produced a rich opening 
iront for the Eastern Outfitting Company. 
His entire front of arcade windows devel- 
oped the theme of exotic bird cut-outs placed 
cn panels covered with black satin and 
flanked on each side with royal blue screens 
trimmed with silver moulding. At the base 
of each panel there appeared a modern 
flower box containing real flowers. A fish 
bowl containing real gold fish was suspended 
in each window on either the right or left 
side of the panel, the side depending on the 
balance achieved by the merchandise place- 
ment. The entire display appeared on a large 
black display platform, the front of the plat- 
form edged with a silver trim. In Mc- 
Mullen’s front of ten windows, the most- 
beautiful ‘presentation was the display fea- 
turing two mannequins gowned in lovely 
blue chiffon formal fashions; a charming 
picture hat on a millinery model achieved 
the necessary display balance. 

Olds, Wordman & King’s entire front was 

[Continued on page 32] 
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Our third Advertisement 
Display Cue 


In the February issue of DISPLAY 
WORLD we presented our first advertise- 
ment display cue. In that issue the adver- 
tisement was for Hamilton woolens and 
merchandised tweeds. Our display adapta- 
tion followed the same line and form of the 


DISPLAY WORLD BACKGROUNDS 


advertisement. Our presentation, like the 
advertisement, was for fabrics. 

The March issue of DISPLAY WORLD 
gave our readers our second advertisement 
display cue. Like the first presentation, our 
second presentation was from a Hamilton 


woolens advertisement. Our second display, 
however, suggested the adaptation of the 
fabric display to a display of ready-to-wear. 
A smart fabric display was suggested, so 
the store could adapt the second display to 
several lines of goods. 
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Our third advertisement cue is presented 
here, but unlike our first two adaptations 
this advertisement was used by a New York 
City department store—Arnold Constable. 
The newspaper advertisement presented Vi- 
onnet fashions, with the copy head reading: 
“Tt’s nothing new to Vionnet to be elegant.” 
The first two displays were adapted from 
trade paper advertisements—proving that it 
will pay every displayman to watch all 
sources for window display adaptation ideas. 
The first two advertisements suggested fine 
retail store advertisement ideas, as well as 
displays. In our presentation this month 
it isn’t necessary for us to suggest retail ad- 
vertisement possibilities because the adver- 
tisement is a retail ad. 

The Arnold Constable advertisement pre- 
sents new Vionnet fashions, and as they sug- 
gest by their copy: “Vionnet has been the 
soul of elegance ever since her name made 
fashion headlines in Paris. And now that 
the era of elegance is upon us, who can inter- 
pret it with greater mastery than Vionnet? 
Who but Vionnet is author of that sculp- 
tured line that gives fashion classic sim- 


' plicity? Here are three of her gowns that 


interpret the trend with undisputed lead- 
ership.” 

In the advertisement lay-out the use of 
three fashions drawings are balanced at the 
top and bottom with a smart arrangement of 
copy in the head, fashion and descriptive 
copy. The use of but three fashions in the 
advertisement lay-out naturally suggests a 
mechanical-symmetry window  set-up—au- 
thority, The Window Display Manual. The 
ease whereby a mechanical-symmetry set-up 
can be introduced into the window display 
must be apparent immediately to students of 
The Window Display Manual. Most adver- 
tisement layouts have good mechanical bal- 
ance because the advertisement must pre- 
sent orderliness. This state of orderliness 
can’t always be attributed to the window 
display where the displayman is working 
in three dimensions, as against the one di- 
mension of the printed page. It has been 
found necessary to establish display rules or 
fundamentals that can be applied to window 
work; that is why we refer constantly to 
the Window Display Manual to better ex- 
plain certain fundamentals. 


We speak of the apparent similarity of the 
newspaper advertisement and a merchanical- 
symmetry display. The Window Display 
Manual defines mechanical-symmetry as: 
The freezing of a group of merchandise in 
the center of a window with two duplicated 
groups, one on each side of the center. By 
referring to the advertisement lay-out the 
reader will find the center group immedi- 
ately, the two side groups are also recog- 
nizable immediately. Therefore, it would be 
a waste of time for the displayman to try 
to make any other type set-up adaptation 
but mechanical-symmetry for the window 
presentation of this advertisement display 
cue. 


If the reader will direct his attention to 
the advertisement and the window display 
adaptation, our reference to the apparent 
ease whereby the displayman can adapt the 
mechanical-symmetry principles of the ad- 
vertisement lay-out to a mechanical-svm- 
metry trim will be perceptible. A blow-up 
reproduction of the figure at the top of the 
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—The window presentation on the 
opposite page features DISPLAY 
WORLD’S Third Advertisement Cue. 
The disp'ay is an adaptation of the 
advertisement contained on this page. 
The ease whereby the advertisement 
is adapted to window display use is 
certainly quite evident. The botton 
sketch shows the fixture arrangement— 


—DISPLAY WORLD’S Advertise- 
ment Cue is an adaptation of the 
Arnold Constable newspaper ad shown 
below. The mechanical-symmetry tech- 
nique suggested by the layout arrange- 
ment of the advertisement lends itself 
to effective window presentation— 








ARNOLD 


end Stewart & Co 
or Maree 











les nothing new to 


ionnet 


to be 


Vionnet has been the soul of elegance ever 
since her name made fashion headlines in 
Paris. And now that the era of elegance is 
upon us, who can interpret it with greater 
mastery than Vionnet? Dho but Vionnet is 
author of that sculptured line that gives 
fashion classic simplicity? Here are three 
of her gowns that interpret the trend with 
undisputed leadership. 





above... A Vionnet in Rasha silk crepe 
(for women) with a two-toned belt $39.50 


center . 4 Viopnet's velvet, or heatherdew 
silk crepe (for misses) $39.50 


below. . Vionnet's-drop shoulder, and high 
back button neckline interpreted in a velvet 


Q afternoon dress (for women).. $39.50 
» “4 
| eee 


Arnold Constable—Cown Salons—Third Flows 
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advertisement becomes the window display’s 
left group, while a blow-up reproduction of 
the advertisement’s right figure becomes the 
window display’s right group. 

It will indeed be to the displayman’s ad- 
vantage to have a complete understanding 
and appreciation of the fundamentals ex- 
plained in our reference book—the Window 
Display Manual. It doesn’t matter what the 
display problem is, if it concerns modern 
display work the Manual will answer the 
question. If the Manual doesn’t contain 
Continental display set-up examples it is 
because American displaymen haven’t been 
conscious, until past few years, of good 
modern display fundamentals. But in our 
every advertisement display cues we will use 
the Manual as an ever and constant display 
authority to guide us in our correct set-up 
adaptations. 

In our first advertisement display cue we 
presented a reversed stair-step type set-up. 
A stair-step set-up climbs, step by step, from 
the window front—where it is at its lowest 
level—to the background—where it reaches 
its greatest height. In reversing this prin- 
ciple we presented our greatest display 
height at the front of the window, with our 
lowest display height at the window back- 
ground—this sounds rather impossible but 
modern Continental display fundamentals 
make such a display not only very possible 
but extremely interesting from an original 
display presentation technique. 

Our second advertisement display cue pre- 
sented an entirely different version of the 
stair-step set-up principle inasmuch as it 
combined the stair-step principle with the 
perspective principle to secure a modern 
balanced display. Correct display balance is 
possible in every display once the display- 
man understands and appreciates correct 
display fundamentals. 

In the development of a background for 
our third advertisement cue, we suggest the 
construction of a false background about 
eighteen or twenty-four inches from and 
parallel with the window glass. The huge 
“V” will form the center contour or break 
in the background. It is behind this “V” 
opening that a display platform will be 
placed on which the center group of mer- 
chandise will be displayed. The two figure 
cut-outs will appear on the front background 
at either side. Inasmuch as the advertise- 
ment suggests a sort of shaded silhouette 
effect behind each figure, the same idea is 
suggested in our display with the shaded 
effect blending into a solid color. 


Space has been left across the bottom of 
the front background for the introduction 
of the advertisement copy “It’s nothing new 
to Vionnet to be Elegant.” This copy will 
appear almost on the window floor—in fact, 
the copy could well consist of cut-out letters 
which could be placed on the actual window 
floor at the base of the background. If such 
an arrangement is used, the narrow, dark 
colored, band which runs across the window 
background at the floor level would be 
omited—unless, of course, for better copy 
contrast the dark band would be retained 
and light colored cut-out letters substituted. 
Inasmuch as the advertisement suggests dark 
letters, our background design employes a 
light strip for better contrast. If the dark 


[Continued on page 27] 
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Simplicity and Dunch Mark 
Mazda Lamp Displays 


With a merchant’s show windows respon- 
sible for 30 per cent of his total sales, the 
time and effort which manufacturers give 
to window display is justified. Yet, the most 
effective of window pieces may see its merit 
go unsung if the dealer will not use it. In 
its 1934 program the Westinghouse Lamp 
Company relies on simplicity and punch to 
achieve a design for selling in window dis- 
play pieces. 

Primarily, of course, the window pieces in 
the 1934 service are designed with a view to 
catching the eye of pedestrians; but, sec- 
ondly, they are made attractive to the dealer 
so as to arouse interest in their use. Having 
produced complete and comprehensive win- 
dow display programs over a number of 
years, the Westinghouse Lamp Company has 
built up an appreciation of window advertis- 
ing among its dealers. Consequently, every 
year finds the dealers in a mood of accept- 
ance to the new display services, a condition 
most fortunate to the company as it assures 
their efforts being well received. 

Generally, incandescent lamps have been 
sold on an indirect approach, namely, what 
they will do. This year found the electrical 
industry in the midst of its “Better Light— 
Better Sight” activity, promoting the need 
of adequate and correct lighting in safe and 
comfortable seeing. 

Quality of product is brought to the fore 
in a number of the displays this year by 
making the Circle “W” trademark a center 
of interest. As a general rule the public has 
taken lamp quality for granted in past years. 
Any old glass bulb and base seem good 
enough. That condition was the vulnerable 
spot which encouraged the importation of 
inferior brands into this country, a _ tide 
which has since been stemmed largely 
through the emphasis of quality made by 
American manufacturers in their advertise- 
ments and dealers’ windows. 


One of the outstanding features of the dis- 
plays in the 1934 service is the double duty 
use serving as merchandising pieces in the 
store after their use in the window. Fore- 
most in this respect is an open-display coun- 
ter made of heavy, corrugated cardboard. It 
consists of three units, two end stands and a 
center tray. Separately, the end stands, 
which are self-contained merchandising 
units that hold and display more than fifty 
lamps each, make handy floor merchandisers 
because they fit into little niches here and 
there around the store to serve as valuable 
reminders and attention-getters. 

When assembled, the center tray rests on 
the two end stands to provide an open- 
display counter which the dealer may use 
to augment his other store equipment. Com- 
prising a complete lamp selling department, 


By D. H. LUFKIN 
Westinghouse Lamp Company 
New York City 


the merchandiser leaves the space formerly 
allotted to lamps for the display of other 
products. Attractive lithographed pictures 
and advertising messages decorate the sides 
of the counter and make it a valuable win- 
dow display piece. 

A festoon of lamp cut-outs carrying the 
message, “Mazda Lamps,” is supplied with 
the miniature open-display counter. Strung 
on a heavy cord the festoon may be hung 
above the counter where it functions as a 
store merchandiser. The festoon may also 
be used in window displays and it makes an 
attractive advertising medium when strung 
between pillars or lighting fixtures in the 
store, there to remind customers to buy 
lamps. 

In February and March the display empha- 
sizes the importance of light to sight, using 
before and after illustrations to tell a story. 
One view pictures a lady reading at home 
under poor light and laboring under eye- 
strain as a result. An adjacent illustration 
shows the same view under good light with 
restful reading the result. Two colorful 
baskets for lamp display are sent along with 
this display piece to make attractive addi- 


—This display, with the “Stop” sign, 

shows how the circle “W” trademark 

is employed to advantage in certain 
window display pieces— 
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tions to the window arrangement while serv- 
ing later for counter merchandisers. 

Except for the two window pieces just de- 
scribed, all the Westinghouse displays incor- 
porate some added form of attraction. Either 
flashing lights, added illumination, or mo- 
tion, is provided and in some pieces there is 
a combination of the three. It is generally 
recognized that motion displays are much 
more effective than still ones in inducing 
pedestrian traffic to stop and linger before 
a window. Hence, the variety of motion in 
the Westinghouse dealer service. 

In April the window display piece, a 
bird’s-eye view of a residential section at 
night, shows how street lights and the cozy 
glow of lighted windows make for night- 
time safety.. This piece is really a three-in- 
one display. The large piece is the back- 
ground for three smaller ones that set in 
front and can be interchanged. A lamp may 
be concealed behind each of the smaller 
pieces to throw a flood of light up onto the 
display. Each of the small pieces tells a 
different story. One represents a highway 
bridge depicting heavy traffic; another shows 
a youngster reading a book, the outside of 
which carries a message about eye-strain; 
a third shows a carnival scene and tells a 
story of how colorful lights keep interest 
alive at parties. 

Unique among the motion displays in the 
Westinghouse series is the piece for use in 
May and June. Two huge arrows, more than 
a foot wide and in solid colors, rise from 
the base and point to individual signs at the 
tcp; one a company signature, the other an 
eye chart such as optometrists use to fit eye- 
glasses. Across the two arrows runs a mes- 
sage “Better Light.” Between the arrows is 
a picture of a standard lamp over which the 
letter “L” and the letter “S” move alter- 
nately, thus spelling, through motion, the 
message “Better Light—Better Sight.” 


In this piece the story of light and sight is 
effectively told while the motion effect 
catches the eye of pedestrians. The motion 
is supplied by a magnetic motor which oper- 
ates with small current consumption off the 
lighting circuit. The motor, incidentally, 
provides the motive power for all Westing- 
house motion displays. The merchant keeps 
it and uses it in other display pieces deliv- 
ered throughout the year. Designing all mo- 
tion displays to operate from the one motor 
has been a large factor in supplying a dis- 
play service at minimum cost for dealers of 
the Westinghouse Lamp Company. 

The story of lighting and seeing is told 
again in July and August by means of a 
clever motion arrangement. The central 
piece represents a huge book. On one page 
a domestic scene appears, picturing the read- 
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ing comfort good light provides, while the 
opposite page carries a message of better 
light. An ordinary oscillating fan, concealed 
behind the piece, sets up a draft that turns 
the page and discloses another message on 
lighting in the home. A stair-step counter 
merchandiser is shipped with this display, 
adding color to the window and serving later 
as a counter merchandiser in the store. 

The simplest of all the displays in the 
Westinghouse service appears in September, 
yet it may be considered the most spectacu- 
lar. It is a huge cut-out showing the head 
and shoulders of Laura LaPlante, the motion 
picture actress. She is holding her hand to 
her mouth as though calling to every passer- 
by, “Don’t forget lamps”—the message which 
is printed alongside. There is no motion 
or flashing lights in this month’s display, 
but a separate floodlighting piece provides 
a unique lighting effect. It is a long, rec- 
tangular cardboard box containing a row 
of lamps. On the front is a Westinghouse 
signature sign. Set at the front of the win- 
dow, it provides floodlight illumination of 
low wattage consumption suitable for all- 
night burning. From the sidewalk an illumi- 
nated sign is visible. 

Towards the end of the year the displays 
emphasize the product itself. In October the 
central piece is a large cut-out of an incan- 
descent lamp. Inside the outline a compart- 
ment holds numerous lamps. Behind the 
lamps concealed lights of different colors 
flash on and off to provide an attractive 
flashing effect. The message on the piece 
tells a story of quality, economy, and diversi- 
fied uses of lamps. 

Action, powerful in stopping sidewalk 
traffic, is incorporated in the November dis- 
play. The center piece is a cut-out of a 
traffic cop with his one hand raised as 
though to stop traffic. The other hand points 
down to the circle “W” trademark on a huge 
lamp cut-out nearby. By means of a mag- 
netic motor the cop’s hand moves up and 
down and serves as a powerful medium of 
attracting attention. The message is brief, 
the cop’s sign saying “Stop,” while the com- 
pany signature appears along the base of the 
display piece. 

In December, true to the season, the win- 
dow piece depicts a typical winter scene in a 
little village. The main part of the piece 
shows a blue sky on which an advertising 
message is printed. In an upper corner a 
large bell swings back and forth, activated 
by a concealed magnetic motor. While toll- 
ing, the ringer of the bell moves along the 
message. The winter scene is on a separate 
piece that sets in front of the background. 
A lamp concealed behind this piece throws 
a flood of light on the background to pro- 
vide a silhouette effect. 


The manner in which the Westinghouse 
Lamp Company has achieved variety through 
the use of motion, gay colors, and lighting 
effects is chiefly responsible for the success 
of its dealer display service. Yet, by fur- 
ther making them available for store mer- 
chandisers constitutes a crowning point which 
helps to sell the idea of window displays to 
the dealer. That, after all, is the final aim 
of any dealer service for no amount of in- 
genuity of design in the display pieces them- 
selves will sell lamps if the dealer can not 
be induced to put them in his window. 
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—One of the most effective motion dis- 
plays in the 1934 Westinghouse Lamp 
Company dealer service consists of a 
huge book in which the pages appear 
to turn by themselves—a concealed 
oscillating fan does the trick— 
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—When assembled, the Triple Use 

Merchandiser, reproduced below, be- 

comes a complete lamp selling de- 

partment. The end stands are self- 

contained merchandising units and are 

suitab’y decorated for use in window 
displays— 
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Developine A Continental 
Display Technique 


My consideration of continental displays 
must not be judged as representative of a 
correct continental technique. I have been 
experimenting with this new display tech- 
nique for the past few months, and I can 
truthfully say that it has given our store 
many productive displays. Not every dis- 
play that I have installed patterned along 
continental lines has been successful from 
a sales standpoint. I believe such unsuc- 
cessful displays have resulted more in my 
failure to simplify the presentation than in 
the failuré of this new method of display. 
I try to recognize each mistake as it is made, 
and I profit in such recognition of errors. 

Each succeeding continental display im- 
proves. Not every display pictured with 
this presentation can be considered as con- 
tinental, but a study of the displays will 
reveal the development of my continental 
display appreciation. In considering these 
displays we will ignore the “Night Flight” 
display. It was not developed along conti- 
nental lines, but it does suggest the gradual 
simplification of a modern American display 
technique. This display, incidently, was 
awarded first prize in the national Vol de 
Nuit display contest sponsored by Guerlain, 
Inc., perfume manufacturers. 


By LEROY W. FRYMAN 
Mearick-Ames, Inc. 
Dayton, Ohio 


Another prize winning display, and a dis- 
play developed along simplified Continental 
lines, is the Selby Arch Preserver shoe win- 
dow. It is interesting to note that not a 
single shoe stand has been employed in the 
display. The’ modern. shoe displayers or 
shoe racks were designed in our display 
studio, and these displayers have been used 
to exceptional advantage in any number of 
displays since their creation. The page boys 
were also created in our display studio and 
have served faithfully in many displays. 

An interesting display in which the page 
boys play an important role is shown in the 
fall footwear fashions window. This display 
suggests a definite continental trend with the 
merchandise presentation following geome- 
trical placement. The front displayer shelf 
on which hosiery has been shown flat and on 
which shoes have been featured in pairs 
makes for simplicity of merchaudise arrange- 
ment. The cut-out copy placed at the top of 
this displayer on the left and at the bottom 
on the right serves as definite merchandise 
identification. Immediately behind this ge- 
ometrical display shelf is a center panel on 
which additional shoe shelves are fastened 
for greater display of merchandise. The 
two page boys show even more shoe fash- 


ions placed as they are at the extreme right 
and left sides of the display. The colors 
in this display are white, grey and dark red. 
The foliage is in dark red. The pages are 
in dark red, grey and white with the but- 
tons in silver. 

Intelligent displays of accessories are 
usually quite difficult. Such displays all too 
often result in a hopeless jumble of mean- 
ingless merchandise items. The gift acces- 
sory display shown with these pictures elim- 
inated display confusion. The large letters 
were 514 feet high; they were made of com- 
po board with the various surfaces fastened 
together with long pins—no lumber was 
used in the actual construction of the letters. 
The shelves were glued in place, and the 
entire display painted a flat white. Tinsel 
formed the extreme outer outline of each 
letter, while silver sticker stars were used 
to relieve the flat white surface of each letter. 
The entire background and floor was cov- 
ered with dark blue felt. 

The gift display was installed approxi- 
mately ten days before Christmas, and the 
merchandise was changed on an average of 
once every three days. Each article had 
prominent display, and although we had ten 
gift windows in at the time of this display, 
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this window sold more merchandise than 
any other display—it was a very inexpen- 
sive display but proved to be very effective 
and profitable. 

I believe my most effective continental dis- 
play, not only from a standpoint of true 
continentalism but from a standpoint of ac- 
tual sales, is the hosiery display featured 
with this presentation. The display is truly 
simple, yet the buyer informed me that it 
increased sales three-fold. So far as in- 
stallation is concerned, the three large fig- 
ures are enlarged reproductions of the manu- 
factures’ counter display pieces. These three 
figures form the “point-of-attention” in the 
exact center of the display background—one 
might well say that they comprise the dis- 
play background. Immediately below the 
three figures is an elevated oblong flcor 
plaque on which hosiery is displayed. At 
each end of the display is a unit arrange- 
ment consisting of a smart hosiery grouping. 
Merchandise price and copy cards are used 
in each end unit. The background consists 
of a black veivet curtain drape on which 
additional price identification appears. 

The importance of display simplicity can 
not be stressed too often where the display 
is to be modern. Elaborate background ef- 
fects are not necessary if the window presen- 
tation is to follow the simplicity of the 
true continental presentation. While I do 
not want the displays pictured here to be 
accepted as the right technique to follow in 
the development of an appreciation for this 
new display technique, I believe that these 
displays will indicate the general trend 
toward more simple displays. And as the 
displayman develops a better appreciation 
of simple displays, simplicity in decoration 
as achieved by geometrical design will fol- 
low rapidly. 


—The smart hosiery display pictured on 
the opposite page is one of my most 
modern presentations. It achieves sim- 
plicity and that simplicity suggests 
continentalism— 


—At the top of this page is a display of 

perfume which, while it can not be con- 

sidered a continental presentation, won 

first prize in the “Night Flight” perfume 
contest— 


—Not a single shoe fixture has been 
used in the Selby Arch shoe display. 
The modern displayers presented the 
different shoe styles, but they weren’t de- 
signed for this display and they have 
presented so many other lines of mer- 
chandise that they can’t be considered 
shoe fixtures— 


—The shoe and hosiery display is a 
presentation that contains good conti- 
nental display principles. The use of a 
tilted floor plaque for the presentation 
of shoes and hosiery gives the display 
novelty and yet good presentation of 
merchandise— 


—The gift display suggests the simplic- 
ity of continental presentations, yet we 
can not classify it as representative of 
correct continental presentation of goods 
due to its rather elaborate method of 
display, yet it is an extremely smart 
window and it sold merchandise— 
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Window Displays Dramatize 
Home Furnishings Progress 


Perhaps the most convincing method of 
progress is presentation through the medium 
of direct comparison. National advertisers 
use this method of argument constantly, 
while manufacturers in their analysis of 
efficiency often direct attention to the ways 
and means of yesterday as compared to pro- 
duction activity today. The Century of 
Progress Fair in Chicago in 1933 gave every- 
one a fine opportunity to form comparisons 
of progress in almost every line of human 
endeavor. We do not think that anyone 
seeing the World’s Fair left without first 
coming to appreciate the many advantages 
to be accrued by modernization irrespective 


Kinney % Levan’s Displays 
Cleveland, Ohio 


of what was being done. 

Appreciating this modern  psycholugy 
Kinney & Levan’s, Cleveland, Ohio, furniture 
store, in connection with their 58th Anni- 
versary sale, staged a striking exposition of 
furniture styles which vividly portrayed the 
advance in taste and decorative skill since 
the “not so long ago.” The group of dis- 
plays gave Clevelanders an opportunity to 
visually analize and compare the prosaic 
loveliness of home furnishings of the late 
90’s as contrasted with the simplicity, charm 
and modernidity of home furnishings re- 
flecting a twentieth century atmosphere. 

Just a block from the Kinney & Levan loca- 
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tion in downtown Cleveland was a large 
store building that has remained vacant 
since a department store moved from it into 
its new home. In that building were several 
large display windows, facing Cleveland’s 
main business throughfare. It was these 
vacant windows that Kinney & Levan’s 
utilized for their displays of antiquated and 
modern home furnishings. Several of the 
displays are reproduced on these pages. 
The. great attention that these displays 
received, believes J. F. Gannon, general mer- 
chandise manager of the store, was un- 
doubtedly due to the fact that there was 
strict application and attention to detail, 
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especially of the windows of “not so long 
ago.” The series of displays were set up 
in ten windows and they were alternated; an 
old-style bedroom and then a modern bed- 
room; an old kitchen and then a modern 
kitchen; an old-style dining room and then a 
modern dining room, etc. 

“Crowds gathered night and day over a 
period of ten days,” Mr. Gannon declared. 
“It was probably one of the best display 
presentations which we have had in the past 
year. Everyone was interested. And, is it 
necessary to admit that it increased furni- 
ture sales?” 

Imagine the presentation. What a for- 
bidding sight the outmoded rooms made 
when contrasted with the rooms possible 
teday. The ugly wall paper, clumsy looking 
golden oak dining room furniture contrasted 
with the simplicity and charm of the modern 
dining room; the iron bed, the Victorian 
dresser with its curved brass handles con- 
trasted with the beauty of the modern bed- 
room; the old horned talking machine in the 
living room and the leather upholstered liv- 
ing room rocker placed next to the living 
room containing a modern radio and live- 
able living room furniture made a very in- 
congruous picture; the iron stove in the 
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kitchen with the unsanitary icebox, coffee 
grinder and sink make a most unappetizing 
picture when compared with the efficient 
and sanitary General Electric kitchen. 
These anchronistic displays seemed evetr 
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by local display managers, store executives, 
members of the press, and friends of the 
twelve graduates. 

_An-exhibition._was shown of their various 
‘Dicvindow and interior lay- 


. . ow . 
more antiquated when compared with theif ‘Guts for various ségsonal events and sales. 


modern conceptions than they actually Avere. 
No housewife could view the display With- 


out wanting to throw out of her home for; _. 
ever any furnishings dating back a quartet \ 


of a century. . 
What Kinney & Levan have done on\this 


elaborate scale can be done by any furnt=.. 


ture dealer. Displays can be just as elabo- 
rate, or they can be produced on a mere 
modest scale. It should not prove diffiuilt 
to round up the furnishings; correct de- 
tail of background and accessories. will 
prove the most difficult. 

Furniture Index—January, 1934 





First Graduation Exercises At 
New York Display School 

The New York School of Display, special- 
izing in the teaching of window and interior 
store display, held its first graduation exer- 
cises on Thursday, April 5, at its large new 
headquarters, 37 West Fifty-second street, 
New York City, which was largely attended 


KITCHEN 
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The_second_semesterS@f\the school opened 
formally on Monday, April 9, to which a 
Polly Be THREOT bcs been given. Mrs. 
olly * Pettit, display manager, Black, Starr 
and—Erest-@trham, Ing, director of the 
school, receive unérous congratulations 
ents of the first term. 
I Andrews is the permanent secre- 
tary for the school, attending to all enroll- 
ments and other executive matters. 





American Grass Mats 
By Loewith 

Julius Loewith, Inc., 120 East 16th street, 
New York City, announce complete stocks 
of their “Forget-Me-Not Brand” grass mats 
of American manufacture. These mats are 
unsurpassed for quality and durability and 
at the low prevailing prices should induce 
displaymen everywhere to lay in an adequate 
stock. Grass mats are universally used in 
display work, especially during the spring 
and summer seasons. 
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—Note that the art work used in 
the display material illustrated on 
this page is identical with that 
shown in the reproduction of this 
magazine advertisement— 


—The three-sheet poster for use 
outside the retailers’ stores— 
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That Follow 


By CHARLES J. HAUK, JR. 
Display Specialist 
New York City 


Anyone that has stood near the tee and 
watched an experienced “pro” swing a per- 
fectly balanced driver and follow the little 
white ball through, knows how important 
follow-through is to the distance that the 
pill rides down the fairway. 

In advertising, following through with the 
same expression in various media pays sales 
dividends. Advertisers in other fields can 
take a leaf out of the merchandising book 
cf the tobacco advertiser. On this page will 
be found a reproduction of an advertisement 
which appeared in national publications. 
This presentation of Union Leader smoking 
tobacco manufactured by P. Lorillard Com- 
pany, Inc., was followed with a tie-up at the 
point of sale. Naturally, the installation of 
these displays was timed to appear with the 
publication of the magazine. 

In thousands of cases, undoubtedly, pros- 
pects saw and read this advertisement in 
their favorite magazines and within a few 
hours entered stores where the same adver- 
tisement appeared in the torm of a window 
set piece and window poster, reminding these 
prospects that the product about which they 
had been reading was on sale here. 

The composition of this advertisement ap- 
pears to be simple enough, but this is not 
the result of an accident. The most effective 
advertisements have always been those that 
the average consumer could grasp at a 
glance. More thought ordinarily must be 
used in planning such advertisements than 
in preparing those which are complicated, 
whether or not these produce results. A 
famous correspondent once apologized to a 
friend for writing a long letter, explaining 
that he had not had enough time to write 
a short one. 

The one idea that Lorillard conveyed suc- 
cessfully in this advertisement, through se- 
lection of a proper subject and through use 
of copy which sounds as though the words 
actually could have been said by the subject, 
is this; the model obviously represents an 
individual who could afford to spend a dollar 
instead of a dime for his smoking tobacco. 
He is shown using the product. His in- 
credulity is taken care of in the copy; his 
satisfaction, in his expression. 

Lorillard has recently concentrated on value 
—a combination of quality and price. The 
idea has been expressed in many different 
ways and without exception, every display 
based on that keynote has been effective and 
productive. 

Note the reproduction of the three-sheet 
poster which was displayed outdoors, the 
set piece for use in the window, already re- 
ferred to, the window poster, and the counter 
display with the packages of Union Leader 
handy for the consumer to help himself. 

All of the color units that form a part of 
this campaign were executed by the Atlantic 
Lithograph and Printing Company, New 
York. 
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UNION LEADER 


SMOKING TOBACCO FOR PIPE AND CIGARETTE 


—The cut-out for use in the re- 
tailers’ windows— 


The counter merchandiser for use 
on the retailers’ counters contains 
actual packages of the product— 
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THE * HOSIERY PERFORMER 


takes the 


FAIRY FORM 
SPOTLIGHT 


This FAIRY FORM is the country’s STAR performer in 
making hosiery displays effective. Why not let this form 
perform in your hosiery displays so that it may increase 
your hosiery sales as it has done for the country’s best 


merchandisers. 


There is hardly a prominent displayman who makes 
hosiery trims that has ever found more efficient hosiery 
units than the complete line of FAIRY FORMS, with a 
suitable model for each type hose, 


women’s and children’s. 


Order from your jobber or write 
direct for full imformation 


OVINS 


including men’s, 


SHOE FORM 
CO., INC. 


AUBURN, 
N. Y. 











Sports Talk Featured 
St. Louis Meeting 

At the March meeting of the St. Louis 
Displaymen’s Club, Carl H. Shank, chairman 
program committee, presided. He introduced 
Brownie Carslake, former auto racing cham- 
pion and now educational director for the 
Firestone Tire & Rubber Company, who 
gave a imost thrilling lecture on sports in 
general. Carslake is a capable and eloquent 
speaker, and his word pictures of famous 
personalities in the auto racing sport kept 
his audience spellbound. These gripping 
stories, coupled with a moving picture of 


—Members of the St. Louis Display- 

men’s Club, one of the most active in 

the country, and actively supporting the 
new I. A. D. M. 


the 1933 International Indianapolis 500-mile 
race classic and a special real on the last 
trial race made by Lockhart at Daytona 
Beach, constituted an evening that shall be 
long remembered by the St. Louis display- 
nen. After the close of the meeting the 
members discussed informally with Carslake 
many of his hair-raising and breath-taking 
experiences, and it need hardly be said that 
this was the most interesting meeting yet 
held by the club. Shank is making an envi- 
able record as chairman of the program 
committee and says that he has many sur- 
prises in store for future meetings. 





Chicago Installers’ Group 
Officially Formed 

A thoroughly aroused and _ enthusiastic 
gathering of thirty-one members of the in- 





stallation profession took place at the Hotel 
Sherman, Monday, March 19, and formed an 
Installers’ Group of the Chicago Display 
Club. The meeting was called to order by 
Temporary Chairman L. J. Dwiggins, sec- 
retary, Chicago Display Club, who outlined 
the benefits of the formation of a group 
such as planned. The main object in pro- 
moting the formation of the group was to 
further in particular the interest of the win- 
dow display installation work and to en- 
able the installation men to discuss and 
decide questions that may come up regarding 
the advertising display installation trade 
code. 

The entire group decided to cooperate in 
every way with the I. A. D. M. 

Each of the three major installation serv- 
ices in Chicago chose a_ representative: 
Maurice Dadrizzi for Fisher Display Serv- 
ice, Edgar Reid for Creative Displays, and 
Clarence Prieve for Neighborhood Stores 
Display Service, who are to act as a com- 
mittee to discuss any problems that may 
arise in the carrying out of the installation 
code. 

Regular monthly meetings are to be held 
on the third Monday of each month. This 
will dovetail into the plans of the Chicago 
Display Club and it is intended to make the 
Chicago Installers’ Group the largest of its 
kind in the country. 

Flections were held and Clarence Prieve 
of the Neighborhood Stores Display Service 
was elected president; Robert Marcus of the 
Fisher Display Service, vice-president, and 
Andy Kopp, secretary. 
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Final Dians Completed For 
Chicago Convention 


Under the able direction of J. Duncan Wil- 
liams, convention manager; Carl V. Haecker, 
publicity director, and H. C. Oehler, program 
director, the Chicago convention of the 
International Association of Display Men to 
be held at the Hotel Sherman, Chicago, Au- 
gust 13, 14, 15 and 16, will mark the revival 
of cooperative display effort in America. 

At a joint meeting of the Chicago Display 
Club and display manufacturers, April 10, 
with the I. A. D. M. president, George W. 
Westerman, presiding, there was in evidence 
a spirit of enthusiasm and cooperation sel- 
dom before seen. At this meeting all final 
plans for the convention were approved and 
adopted. 

The display manufacturers seemed highly 
pleased with all the plans. They were con- 
sulted with reference to convention space 
arrangements and rates and have been im- 
pressed with the fairness accorded them. 
Their fullest cooperation and support is defi- 
nitely promised. 

They believe that the August convention 
will be a selling convention; that it will be 
the best attended in ten years, because this 
is a recovery year. They know the general 
preference of the displaymen throughout the 
country for Chicago as a convention city 
this year because of a Century of Progress 
exposition, which is being made 60 per cent 
different and 40 per cent better than last 
year. Active display clubs from various 
cities and all sections of the country have 
manifested their special interest in this 
year’s convention and their desire to come 
to Chicago for the fair. 

Letters from out-of-town exhibitors asking 
for information, space rates, etc., regarding 
the event, together with the assurance of the 
local and mid-western manufacturers, indi- 
cate the absolute certainty of an overflow 
demand for space. More than half of the 
exhibition space available will be occupied 
by Chicago firms according to definite 
pledges already made, before a single plat 
or contract has been sent out. Contracs 
forms and space plats will be mailed to all 
potential exhibitors in such a manner as to 
arrive at all destinations on the first day of 
the week so that reservation choices can be 
made by wire or phone on the same day. 
Confirmation of reservations will then be 
completed within ten days thereafter. 

Carl V. Haecker, publicity director, dis- 
closed a most comprehensive promotional 
program, progressive in its nature and suff- 
cient to cover all needed requirements. It 
will include regular display advertisements 
and news publicity within the two display 
trade papers; news publicity in many retail 
store papers; four mailing cards to be sent, 
one each month, to a list of 1,500 displaymen 
during the months of May, June, July and 
early August; 1,500 booklets with pictures 
in colors of last year’s fair buildings; pub- 
licity space for the same four months in Car- 
son Pirie Scott & Co.'s tabloid trade paper 


circulated among 22,000 retail stores; dis- 
tribution of fifteen lists of 1,500 names of 
displaymen to railroads, who will send the 
names for each city to their local agent so 
that every man so listed will be personally 
approached with reference to the I. A. D. M. 
convention to be held in Chicago in August. 
The Century of Progress publicity bureau 
will also supply an illustrated booklet with 
pictures and descriptions of prominent 1934 
fair buildings. The Hotel Sherman Com- 
pany, the mayor’s committee for the city of 
Chicago have pledged definite assistance to 
the displaymen’s convention publicity. 

No city in America will enjoy the same 
privileges as to low round-trip rates on rail- 
road and bus fares as Chicago will this 
year. This fact. plus that of central geo- 
graphical location and the great magnetic 
influence of the World’s Fair, will contrive 
to make Chicago the liveliest, busiest and 
most prosperous city in America during the 
six-month period of the 1934 exposition. 

Every displayman who saw the fair last 
year will want to see it again this year be- 
cause of its great change and improvement. 
Those who were for one reason or another 
prevented from seeing it last year will have 
a much better opportunity and a greater rea- 
son for seeing it this year. The fair itself 
has been described as “the equivalent of a 
four-year’s college course and a boiled-down 
trip around the world!” Thus with the I. A. 
D. M. convention, which promises to be the 
best in years, all displaymen, regardless of 
how much or how little his ability, will have 
reason for making the pilgrimage in August. 

Aside from the natural educational pro- 
gram afforded by the concentrated displays 
of all sorts and kinds of display material, 
decoratives and devices, the convention pro- 
gram committee, headed by Howard C. Oeh- 
ler, display director, Wieboldt Stores, Inc., 
Chicago, will provide a series of educational 
meetings of a general, clinical and depart- 
mental type covering the most outstanding 
and fundamental principles of modern mer- 
chants’ display principles and practices. The 
departmentals and clinics will afford a more 
complete opportunity for the individual to 
secure the particular information or instruc- 
tion he may need most. 


While the plans of the entertainment com- 
mittee at this time are rather indefinite, they 
will at least include the annual banquet and 
party, with perhaps a special evening party 
at the College Inn or at one of the famous 
restaurants within the fair grounds. Other- 
wise no special plans have been made, due 
to the fact that so many will want to spend 
afternoons and evenings at the fair in the 
way that each individual may choose. The 
daily meetings will perhaps be terminated at 
2:30 p. m. or thereabouts for the same reason. 

Because of its great popularity in the past, 
the annual photo contest will be a real fea- 
ture of the August convention. And because 





of the fact that no convention was held last 
year, photographs of displays that would 
ordinarily have been entered, will be eli- 
gible for entry in with others of the current 
convention year. The usual fifty-five classi- 
fications will prevail and possibly some new 
classifications be added. Entries will be 
confined to bona fide members of the I. A. 
D. M. whose dues for the year 1934 have 
been paid in full. 

The following were officially appointed 
members of the general August, 1934, Chi- 
cago I. A. D. M. convention committee: Carl 
V. Haecker, J. Duncan Williams, G. W. 
Westerman, J. I. Adler, W. L. Stensgaard, 
J. W. Campbell, J. H. Everetts, Sol Fisher, 
Wm. A. McCormick, E. J. Berg, Oscar Lee, 
P. L. Wertz, J. W. Campbell, Elmer Died- 
rick, M. D. LaGee, L. E. Kelley, Harve Fer- 
rill, John Sanders. Regional vice-presidents : 
R. E. McWain (Reg. 1), T. Willard Jones 
(Reg. 2), H. C. Oehler (Reg. 3), E. E.O’Don- 
nell (Reg. 4), J. G. Waters (Reg. 5), Edw. J. 
Sherman (Reg. 6), J. L. Thomas (Reg. 7), 
R. K. Henry (Reg. 8). 

The eight regional vice-presidents of the 
I. A. D. M. automatically become members 
of the national convention committee because 
of their representative status in the respec- 
tive regions, giving them voice in conven- 
tion plans. For the same reasons, and be- 
cause of their responsibility to the national 
organization, they are directly associated 
with the publicity program under the direc- 
tion of Haecker. 

The present executive secretary, J. D. Wil- 
liams, was officially appointed as convention 
manager, with Joseph I. Adler and E. J. Berg 
cooperating in advisory capacities. All cor- 
respondence concerning convention informa- 
tion should be addressed to J. D. Williams, 
509 South Franklin street, Chicago, III. 





Daily Celebrates Anniversary With 
Gift To Customers 

Bert L. Daily, president of the well-known 
Dayton, Ohio, supply-house bearing his 
name, is. celebrating the twenty-fourth anni- 
versary of his business by giving a present 
to customers during the month of May. This 
anniversary gift is a dark gray suede calf- 
skin key case with six key clips and snap 
fastener. Although restriction is placed on 
the size of the order required to get the gift 
key case, the amount required is sufficiently 
low to tempt almost every user of the show- 
card, sign, display and art supplies sold by 
Daily. In commenting upon his anniversary 
activities, Daily said: “I’ve made it a custom 
to give some practical gift during May, my 
anniversary month. I did it all through the 
depression, and, believe me, I’m not going to 
quit it now when business is better than it 
has been for three years and when the future 
shows so much promise for both myself and 
my customers.” Refer to our ad in this 
magazine. 
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Beautiful Decoratives 
Assure Beautiful Displays 


Our large Spring line of new, attractive 
Floral Decorations and Novelties, at popular 
prices, is ready. 


Let us help with your next trim. To serve 
the trade right—always has been and shall 
continue to be our greatest concern. 


BOTANICAL 


For 37 years the leading Decorative House | 
325 West Madison Street Chicago, Ill. | 

















New York Installers Active 
In Support of Code 

The display service companies in New 
York City and adjoining territory are giving 
their full cooperation in the administration 
of and compliance with the code of fair 
competition of the advertising display in- 
stallation trade. They have formed an asso- 
ciation known as the Metropolitan Display 
Inistallation Association of New York, with 
the following officers: President, Howard 
J. Cox, Acme Window Display Service; vice- 
president, Norbert Felix, Norbert Felix Dis- 
play Service; secretary, Leo Kaplan, Dis- 
Play-Well, Inc.; treasurer, Max M. Salt, 
Excelsior Window Trimming Company. Reg- 
ular meetings are being held and the mem- 
bers of the trade are working diligently in 
an effort to improve conditions and the 
quality of service which advertisers may 
expect in their territory. Cooperation for 
the mutual good of all is certainly a most 
constructive accomplishment and_ benefits 
should result that will insure the value of 
the window advertising medium in what is 
unquestionably America’s most active win- 
dow market. 


New England Installers 
Meet At Boston 

Display service companies in Boston and 
the adjacent New England territory met in 
conference on Sunday, April 8, to study the 
code of fair competition of the trade. A 
very interesting and informative meeting re- 
sulted under the guidance of Albert Basse, 
member of the code authority, and all pres- 
ent agreed to give their full cooperation and 
support. 





Decorative Aluminum Foil 
For Display Use 

A complete line of decorative aluminum 
foil for store and window display is being 
distributed by the Metal Goods Corp., 2400 
North Tenth street, St. Louis, Mo. The line 
includes paper hacked or unbacked, plain or 
embossed. silver or colors and can be had 
in rolls and sheets. Sample booklet will be 
sent upon request to displaymen. 


Hats Off, Hand-Shakes 
and Hullabaloos 

Hats off, hand-shakes and hullabaloos to 
you for the January issue of DISPLAY 


WORLD! In appearance, ensemble, content, 
and real substance, it is a wow! Boy! the 
get-up of that issue is like a_ perfectly 
trimmed window, with everything that 


should be in it, 
variety, but not too varied; 


in just the right degree; 
just enough to 
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FEDERAL 


CENTURY © 





These 


\ : colori ings .. 


display 
a ~ 32x64 inches, 
on Canvas over wooden frames 
Authentic designs and 


World’s Fair 


DISPLAY PANELS 


HE most dramatic event 

o: the year—opens June 1, 
continues until November 1— 
will be attended by more than 
25,000,000 people, thousands 
from your community. They 
will need sports clothes, travel 
apparel, luggage, and most 
everything. This is a news 
event—use it as a spot of 
color in your displays now, 
and during the summer. Show 
the evolution of style—com- 
fort—design, etc.—make a suc- 
cessful promotion. 


NO. 1 SERIES 
Price only $7.50 each 


(Illustrated here) size 32x 64 
inches in 7 oil colors on can- 
vas over wooden frames—4 
different views of most inter- 
esting groups of the World’s 


Fair. 


NO. 2 SERIES 
Price each $2.50 


Same authentic oil colorings 
—on heavy flexible stock. 
Size 32 x 64 inches—fitted with 
dowel top and bottom, with 
turned ends of modern design 
—complete with cord _ for 
hanging. In 2 designs—Sky 
Ride and Travel & Transport 
Building. 


panels, size 
in 7 oil colors, 


. Others smaller. 


NO. 3 SERIES 
Only $1.00 each 


Size 16x 30 inches in ae oil colors as above on heavy 100-point stock 


with easel back. 
or interior. 





ORDER TODAY 


F. O. B. Chicago 
Terms 2-10, 30 Net 











In 2 designs as shown above—excellent for window 


ll). L. Stensgaard & Associate lnc. 
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ALCOAFOIL 


PRODUCT OF ALUMINUM COMPANY OF AMERICA 
For Window and Store Display 


DECORATIVE ALUMINUM FOIL 


Paper Backed or Unbacked—Plain or Embossed— 
Silver or Colors—Rolls and Sheets 
Write for Sample Booklet and Prices 


METAL GOODS CORP., 2400 No. 10th St., St. Louis, Mo. 
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hold interest until the entire issue has been 
read, but not enough to become boresome. 

May the February issue start where the 
January issue left off. What a kick-off you 


have given 1934! I’m all exclamations—but 
absolutely sincere in the above. Besides, the 
issue proves my words.—J. Duncan Wil- 
liams, executive secretary, I. A. D. M. 
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DPOINT=OF -SALE GALLERY 





—Created as a special exhibit at the Home Furnishing 
Show, Chicago, its effectiveness was such that it was 
later used as a window display by Mandel Brothers, 
Chicago. It features Garden Girl Japanned Ware of the 
National Enameling and Stamping Co., Milwaukee. It 
sold the entire stock at Mandel’s including all samples 
and brought daily orders to replenish stocks. The display 
is now being routed to department stores throughout the 
country and additional displays were built to meet the 
demand for it.— 





—An interesting example of the counter displayers 
made entirely of metal. Note particularly the mod- 
ern design motif and the arrangement for the actual 
display of the merchandise. It is all chrome with 
the exception of the metal two-step section which 
is all black with the name Parfum Paris in silver. 
Designed and produced by L. A. Darling Co., Bron- 
son, Mich., from Chromaloid, the bonded metal 
manufactured by the American Nickeloid Co., 
Peru, Ill.— 


April, 1924 
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—The use of counter displays for the open display of the 
merchandise advertised has become quite the order of the 
day. This Royal display basket did a 100 per cent job in 
selling at the point of purchase. Lithographed in full 
color, strong, durable and easy to assemble. Invites hand- 
ling and inspection by the waiting shopper. With the prod- 
uct in the hands of the buyer the sale is more than half 
completed. Takes the merchandise off the shelf, and is 
reasonable to produce. Designed and produced by the 
Brett Lithographing Co. Long Island City, N. Y.— 


iif 


GAVOX 


TOOTH POWDER 





—Sex appeal of two “Mde-Westian” blondes with glis- 
tening white teeth, plus a giant-size package of tooth 
powder of a new and novel construction, are the high-spots 
of a new Calox window display recently distributed by 
McKesson & Robbins, The giant reproduction of the can 
is ingeniously designed and braced so that it bends in a 
half-curve simulating the three-dimensional proportions 
of the new Calox package. Created and produced by 
Einson-Freeman Co., Long Island City, N. Y. 
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Cincinnati Club Bulletin 
Edited By Williams 


The April issue of the Bulletin of the 
Greater Cincinnati Display Club, edited by 
the club’s secretary, Howard Williams, was 
enlarged to four pages, tabloid size. It cer- 
tainly emphasizes the renewed display inter- 
est in Cincinnati, and forbodes many con- 
structive accomplishments for local display 
development. The leading editorial reads as 
follows: 


“The Greater Cincinnati Display Club has 
made rapid strides in securing a_ place 
among the other professional clubs in the 
city of Cincinnati. The standard of display 
in all types of stores has risen in the few 
months of the club’s existence. It will be 
remarkable if similar progress is made in 
comparative lengths of time to come. The 
membership has increased at least 50 per 
cent in the last month and men in every 
type of store have been eager to become 
members. 


“The officers of the club are using every 
effort to do an outstanding job, so that mer- 
chants and those requiring services of dec- 
orators may expect in the future a techni- 
cally perfect job, or as near so as may pos- 
sibly be obtained by skilled artists. The 
displaymen have the benefit of receiving in- 
formation and lectures by specialists who are 
experts in various lines of display activity 
at each meeting or to learn from someone 
who represents the city on civic projects or 
to hear interesting talks that may benefit the 
profession in one way or another. 


“The display progress of greater Cincin- 
nati depends on the interest of each indi- 
vidual engaged in this work, and the club 
itself will be as strong as its strongest 
leader, so that it is our urge that everyone 
ally with some active work to further the 
activities of the club. Recently, we have 
gained the desired recognition from prac- 
tically every necessary source that would 
mean anything to the progress of the club. 


“Now is the time to join hands with your 
fellow displayman. Use every effort in help- 
ing the other fellow and in doing a better 
job for your own firm. Let’s get behind this 
thing and put it over. We're not saying, 
‘We think it will go over,’ but it is going 
over with a bang! Come to our next meet- 
ing and find out.” 


The club, in addition to holding regular 
meetings the second and fourth Mondays 
of each month, uses its regular club room 
at the Hotel Gibson for informal gatherings 
of displaymen on the alternate Mondays. 
There is a real spirit of mutual helpfulness 
and the club is working closely with the 
chamber of commerce to give its support to 
many civic projects. The meetings are well 
attended and the program committee has 
been able to provide a special feature that 
makes attendance worthwhile. A. comedy 
farce, with Al Bankemper, Harry Towers 
and Norman Counts composing the cast, 
caricatured display and the act was extreme- 
ly humorous. This meeting was also fea- 
tured with an inspirational address by M. 
Egan, convention director for the chamber 
of commerce. 
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DISPLAY OPPORTUNITIES 
in NATIONAL COTTON WEEK 


MAY 14-19 


FOR EVERYBODYS NEEDS 








q 


NATIONAL 
doumie) Bias, 


aw 
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Striking posters in red, white and 


14-19 


blue, 12”x18” for window and in- 
terior displays will follow. Let us 
know how many of these you can 
use and we will be glad to send 


an extra supply directly to you. 


Cotton and the cotton industry 
are front-page news. Everybody 
needs cotton, everybody uses cot- 
ton, practically every store sells 
cotton. 


New ideas, new uses and new ef- 
fects are constantly extending the 
style acceptance of cotton... 
for apparel . . . for accessories 
for the home .. . “for 
everybody’s needs.” 


° o * 


Bulletin No. 4 will soon be mailed 
to the Sales Promotion Manager 
of your store. It will have prac- 
tical ideas, sketches, and sugges- 
tions for displays. 


THE COTTON TEXTILE INSTITUTE, Inc. 


320 Broadway 


New York 











24th ANNIVERSARY GIFT 





Dark-Grey Suede 
Calfskin 


. brushes ... colors, etc. 


With every order of $5.00 or more 
I will send one of these handsome 
key cases ABSOLUTELY FREE. 


Check your needs today! Tear out 
this ad and attach to your order. 





KEY CASE 


No materials are excepted. Just your everyday needs . 


. . cardboard with every order of 
Anything in the Daily Catalog. $5.00 or more during 
May, 1934. 





FREE 





Bet LDatly « 


Ohe House of Pertect Stroke” Brushes 
126 TOIS3O E.THIRDST. DAYTON.OHIO. — 








Vieriech Display Manager For 
Foot Comfort Shops 


Gerald P. Vieriech, formerly with the M. 
L. Parker Company, Davenport, Iowa, has 


been appointed display manager for the en- 
tire system of Dr. Scholl’s Foot Comfort 
Shops, Inc., with headquarters at the main 
office of the company at Chicago, III. 
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Continental Window Display 


Adaptation 


Perhaps the reason why Harald Rosen- 
berg’s continental window display presenta- 
tions for Militar Ekiperings, A. B. (M. E. 
A.), Stockholm, Sweden, are so correct lie in 
his appreciation of fundamental construc- 
tional design. Rosenberg was originally 
an architect. His training in the crafts- 
manship of architectural design is naturally 
basic, and is founded on sound principles 
of line, form, mass, angles and other such 
technical consideration so necessary for even 
elementary training in the arts of archi- 
tecture. Naturally, when Rosenberg ap- 
plied architectural training to the window 
display revolutionary results were immedi- 
ately apparent. He is truly the dean of 
sound continental display technique. He has 
founded a new order of display—an order 
basicly sound, and an order which it will 
do every American displayman to consider. 

One of the first basic fundamentals intro- 
duced by Rosenberg is the law of con- 
This law will become more and more 


trast. 


Presenting the Display Work of 


HARALD ROSENBERG 
Militar Ekiperings, A. B. (M. E. A.) 
Stockholm, Sweden 


apparent as each succeeding issue of DIS- 
PLAY WORLD is published containing his 
creative work. Rosenberg has adopted as 
standard display equipment the double set 
of display curtains shown in this and the pre- 
ceding display. It is in front of these cur- 
tains that Rosenberg builds his construc- 
tional displays, with the color of the curtains 
being changed to best show the merchandise. 

Proper display contrast is always evident 
in his creative display work. If the display 
features dark merchandise, light curtains are 
used for best display of goods. This con- 
trast of display effects is of tremendous im- 
portance, and too few displaymen appreciate 
its importance. If its importance was ap- 
preciated we wouldn’t see so many displays 
in which merchandise fades into the back- 
ground picture with proper visualization of 
merchandise impossible. 

The Rosenberg display curtain technique 
is certainly interesting. DISPLAY WORLD 
readers will come to appreciate the ease 


whereby the curtains are manipulated for 
best display contrast. The simplicity where- 
by a set of light curtains can be changed for 
a set of dark curtains must be quite appar- 
ent. The curtains are of the same length 
which enables the displayman to retain the 
same curtain-hanging facilities. For best 
display of goods the displayman should have 
more than just two sets of curtains. The 
two fundamental sets are black and white, 
but additional sets of grey, sand, brown and 
pastel as well as darker colors will facilitate 
proper presentation of seasonable displays 
of goods. The continued use of but black 
and white curtains would soon become 
monotonous—unless, like the Rosenberg dis- 
plays, the constructional design of each 
window was such that creativeness is never 
lacking. 

The window presentation to be considered 
this month is a display of lace fabrics. 
Rosenberg’s own description of the display 
follows: “An invitation to a manikin show. 
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The floor is covered with black plates of gar- 
bonit. The hair is a nickeled spiral of sheet 
iron. The floor is covered with black plates 
of garbonit. Fabrics are in red, white and 
blue. Text—M. E. A.: French ladies’ tailor- 
ing department is showing the fall fashion 
1930 in entirely refitted localities. First 
floor. At 10 a. m.” 

Allow us to be so bold as to call our 
readers attention to the date of this display 
conception “Fall, 1930.” We are of the 
opinion that it is high time for American 
displaymen to defend their laurels in the 
creation of as original a display technique 
as witnessed in Rosenberg’s displays. This 
display is better than three years old, yet 
where in America is there a displayman that 
is doing a similar display job. We speak 
at length of simplicity in displays, and yet 
we must go to Sweden of 1930 to find per- 
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—The splendid fabric presentation featured 

on the opposite page is but another excellent 

example of Harald Rosenberg’s continental 

window display creations. Our adaptations 

and reconstruction of the display appears in 
sketches on this page— 


—The top sketch on this page shows our 

reconstruction of the display featured with 

this article. It represents just the actual 
floor plan of the window— 


—The sketch on the left shows an elevation 
drawing; it represents the display as viewed 
from the end of the window— 


—The small top floor plan suggests our 
adaptation of the display to a presentation 
featuring millinery or hats— 


—The bottom sketch of a floor plan suggests 
our adaptation of the display for accessories— 
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feet examples of display simplicity. We 
speak of merchandise dominance in the win- 
dow display, yet where in American ¢an we 
find merchandise dominance without dec- 
orative display backgrounds? In Sweden it 
is the merchandise that is featured, the dis- 
play decoration becomes an important part 
of the actual display with the background’s 
decorative features actually “building-up” 
customer appreciation of the merchandise 
being shown in the window. 

It isn’t necessary for us to speak of the 
simplicity of the window. 

It isn’t necessary for us to speak of the 
simplicity of the window presentation of lace 
fabrics. The ease of display is so apparent; 
the line and form of the decorative merchan- 
dise and contributing background effects are 
quite understandable; the balance of bulked 

[Continued on page 30] 
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Must Window Displays Le 
Hatched Like Turtle Eggs? 


“Yes—you’re right. This program is not 
complete without something to tie the dealer 
in which our advertising campaign. Re- 
mind people that the line they’ve just seen 
in the Post is on sale inside.” 

“Right! And to identify the store as one 
of our dealers, we want the name and trade- 
mark as big as a barn—so people on the 
other side of the street can see it.” 

“That's the idea—big name, beautiful girl, 
ten or fifteen colors and the dealers will 
fight to get it.” 

“Not too much copy, either—nobody ever 
reads what’s on a window display—just want 
‘em to get a flash as they go by.” 

“Okay—call in the art director and let’s 
BOs 
And so another window display came into 
the world to fight for a brief place in the 
dealers’ sun. All the big ideas were carried 
cut in a big way—and the display was a flop. 
it was sent to dealers that neither asked for 
it nor knew it was coming and in many 
stores it was never even opened. Some 
dealers intended to use it, but it was too big 
for the available space. Funny thing about 
that—some dealers think the space given for 
window display should have some relation to 
the volume and profit earned by the merchan- 
dise it advertises. Other dealers said “Sure 
—send it along,” but it never got in the win- 
dow because someone else was always on 
the job with another display. Some dealers 
put it in to be sure, but it was just another 
ad for the manufacturer and the store own- 
ers didn’t see why they should use their 
window space to help someone else so it 
didn’t stay there long. And even while it 
was in the window it didn’t seem to make 
much difference in sales. 

Is this life history—typical of hundreds of 
window displays inevitable? Must window 


displays be hatched like turtle eggs on na- 
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By C. A. HOLCOMB 
Wolcott % Holcomb. Advertising 
Boston, Mass. 


ture’s extravagant theory that ninety-nine 
can be wasted if one survives? 

Advertising is far from an exact science, 
but it sometimes seems as if all rules went 
by the boards when a window display was 
being hatched. And yet—window displays 
costing plenty to produce and distribute are 
susceptible to the same principles that influ- 
ence magazine, radio, newspaper, posters and 
other consumer media. 

Some of these principles are illustrated in 
a current Sunflex display—the most popular 
ever distributed by the Craftex Company. 
The points which will be made are familiar 
—-they are offered here only with the thought 
that in the struggle to be different—or, for 
that matter, to conform, sound, tested prin- 
ciples are often overlooked. 

1. Build the Display for the Dealer.—If 
you do this, you can forget most of the other 
rules. The dealer doesn’t give a whoop 
about your merchandise or anyone elses. All 
he is interested in is sales, turnover, volume, 
profit. What he wants in his window is 
something that will draw people inside to 
buy so he can make sales, turnover, volume, 
profit. The Sunflex display says, in essence, 
“This store has what you want. Come in 
and buy it.” No big name or trademark 
display. No pompous claims for the product. 
A display that “starts with the reader” and 
draws him into the store by offering to solve 
one of his common problems. Its wide use 
proved that it is to the selfish interest of the 
advertiser to be unselfish in building window 
displays for his dealers. 

2. Be Human.—Human interest is a 
strange thing. Buckeye artwork, crude col- 
ors, dramatized ideas will outsell beautiful 
girls, rainbow hues, rare and tasteful design 
nine times out of ten. The Sunflex display 
is crude and simple compared with most 
paint displays. Only two colors are used— 


—The individual display pieces created 
for this interesting “Sunflex” trim can 
be used on the tables and counters 
after window presentation— 


—The “Simplex” window display back- 
ground unit is made into the central 
fixture of a thirteen-piece trim— 


—The “Simplex” window presentation 
featured on the opposite page presents 
the tested sales points— 


black and a bright red for backgrounds, The 
drawings would never get hung on the wall 
of an art directors’ show, but Honest John 
Citizen and Wife can not miss the point. 
Easy-to-read captions in the still popular 
and compelling balloons put over the sales 
story in the language of the clerk and his 
customer. 


3. Sell, Sell, Sell-—The display that catch- 


es the eye of the man driving along in his 
car isn’t necessarily the display that rings 
the cash register bell. It’s the sidewalk that 
counts and the number of pedestrians thereon 
that can be induced to come into the store. 
The “get it at a glance” display seldom 
brings in the customers. <A “stopper,” of 
course, but add a “puller” to it if you want 
sales. The Sunflex display was built out 
of tested sales appeals, carried out in pro- 
portion to their demonstrated value as sales 
arguments. 

The central feature is a large panel 25 by 
42 inches with the eight best-selling tints 
done in actual Sunflex. Two panels some- 
what smaller flank this central piece, one 
showing how easy it is to use Sunflex, the 
other showing the low cost. Six smaller 
cards bring out minor individual sales 
points—Sunflex being a casein paint with 
rather remarkable properties compared to 
the better known oil paints and calcimines. 
In front of the cardboard pieces, an alumi- 
num pan and brushes in a glass pitcher of 
water demonstrated that Sunflex could be 
used in “your wife’s best saucepan” and pan 
and brushes washed out in the kitchen sink 
without harm. Every part of the display 
said, “Come in and get it.” 

4. Be Flexible—Visualize the windows 
your display will occupy—when, as and if 
used. Big and little, various shapes, differ- 
ent lighting. Some stores will give you a 
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complete window, some a part window. Some 
will throw it away after it has been used a 
week, others will salvage parts of it if it 
seems worthwhile from a sales standpoint. 
Make your display flexible enough to meet 
every situation and its increased use and 
service life will repay you many times over. 
The Sunflex display was made in thirteen 
separate pieces. Several ditferent groupings 
were photographed and sent to dealers, 
showing how the display pieces could be 
used to suit any sized window or any part 
of a window. 

5. Get Your Money’s Worth.—Three cost 
elements enter into the final reckoning— 
production, distribution, service — service 
covering the time used, sales made, etc. 
Production costs were cut in planning the 
Sunflex display, first by using simple art and 
only two colors (except for center panels 
of Sunflex tints); second by using every 
inch of stock. Several of the thirteen pieces 
were cut from stock which would otherwise 
have been wasted. Although the initial run 
of this Sunflex was small enough to make a 
silk screen process economical, the total cost 
for thirteen heavy cardboard easel-backed 
pieces, including the large center panel, was 
just over $2. 

Distribution costs were kept down by 
sending the displays out on written request 
only. The display was merchandised through 
the salesmen and two bulletins, purposely 
crude, pleasingly inexpensive (one color 
planograph) and surprisingly resultful. 

On the last point, it is still too early to 
estimate the life of these displays. In addi- 
tion to sending dealers various window 
groupings, cards and merchandise groups 
were set up for other parts of the store— 
aisle tables, shelves, wall space, counters. 
These were photographed and dealers were 
shown how and where to use this store-wide 
promotional material when not in the win- 
dow. The way these suggestions are being 
carried out is most gratifying. 

“A long life to you” is the prayer that 
goes with your window display when you 
start it on its way. And the best life insur- 
ance policy you can get it to keep the dealer 
foremost in your thoughts when you are 
building it. 
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Minnesota Installers Form 
State Association 

To cooperate iully in the operation of the 
installation trade under its code of fair com- 
petition and to work together for the gen- 
eral improvement of conditions in the in- 
dustry, nine installers met at Minneapolis, 
Minn., March 26, and formed the Minnesota 
Display Installation Association. The fol- 
lowing officers were elected: President and 
treasurer, A. S. Haugan, Haugan Displays, 
Inc.; vice-president, William P. Higgins, 
Higgins Display Service; secretary, Edward 
H. Fox, Fox Display Service, and executive 
secretary, P. M. Lewis, 110 Gateway build- 
ing, Minneapolis, to whom all communica- 
tions should be directed. The association 
will hold monthly meetings. 





Northern California Installers 
To Form Organization 


At a meeting held at San Francisco, 
March 26, it was decided to form an organi- 
zation of the installers located throughout 
northern California, including, of course, 
San Francisco and Oakland. It will be called 
the Northern California Display Installation 
Association and F. M. Archer, manager of 
Sun Advertising Company, Oakland, was 
elected temporary secretary-treasurer. There 
are twenty or more display service com- 
panies actively operating in the territory, 
and it is felt that an excellent job can be 
done for the window advertising medium by 
collective action. One of the big problems 
of the association would be the giving of its 
fullest cooperation in the administration of 
the code of fair competition of the advertis- 
ing display installation trade, now in effect. 





Larger Quarters Taken By 
Chicago Display School 


Chicago Display System, 39 West Adams 
street, Chicago, annourices the enlargement 
of their quarters and the addition of a class 
on background building. This is the result 
of steady growth, which has enabled this 
institution to constantly improve and broaden 
its entire course of study on window display, 
advertising and card writing. 
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Mouldings 


By 


Chrome-metal mouldings for trimming window and 
store displays, signs, posters, etc. 

Chrome-metal trim is all the rage. Produces won- 
derful attention-compelling effects. 

FREE SAMPLES of popular styles, if you men- 
tion Display World, and prices that will please you. 


THE C. SPIRO MFG. CO., Dobbs Ferry, WN. Y. 


Manufacturers of Quality Mouldings for 20 Years 


SALESMEN: Some good territories still open. 
Commission basis. Excellent side line. 





© O8RS FERRY." 





The Sign of Quality 











NEW! Die-Cut Felt Letters 
NEW! Styles 

NEW! Larger Assortments 
NEW! Lower Prices 

NEW! Circulars on Request 


Large stock on hand at all times for imme- 
diate deliveries. Eight desirable colors te 
choose from. In all styles and sizes, 


FELT LETTER STUDIOS, Mfrs. 
538 South Wells Street, Chicago, Illinois 


Reliable distributors wanted 

















SpeedWay Turntable 
with Motor $ 1 (9.00 


A.C. (60 Cycie) 

Geared to 3 r.p.m. (other 
speeds optional). Will 
handle up to 10 Ibs. Plugs 
into light socket. Runs 
for fraction of one cent 
per day. Substantial ;e- 
duction on quantities. 
Write for data on: Motors, Miniature Speed 
Reducers, Insivible Pumps, Complete Display 
Mechanisms. 


Write for $peedWay Manufacturing Co. 


Data Today 1839 §. 52na St. Cicero, Ill. 











-—TEARN=_— 
Window Display, Advertising, 
Show Card Writing 


AT A PRACTICAL SCHOOL 


CHICAGO DISPLAY SYSTEM 
3» W. ADAMS ST., CHICAGO, ILL. 
Write for Booklet 








New York | For Modern Displays 
Try Us For These 
Wood Leiter Sign Boards Electric Signs 
Company P topa Displays 
Metal Signs Metal Letters 
+ tae ny St Cardboard Cutouts 
Telephone For Price and Quality— 
CAnal 6-7422 Ask Us First 














GREEN GRASS MATS 
“Forget-Me-Not Brand”’ 
Made in U. S. A—Nationally Known 


JULIUS LOEWITH, Inc. 
120 East 16th Street, New York City 
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1. The Development of Window Display 
Advertising. 

2. More Display Cooperation by Manufac- 
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3. Advancement of the Display Service 
Business. 
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Spring and Fall 
Openings 

Are spring and fall openings worth while? 
That question has been asked countless 
times, and just as many affirmative as well 
as negative answers have been given. DIS- 
PLAY WORLD has been sitting astride 
the fence, but with the continued success of 
the Portland (Ore.) openings we have fallen 
with a bump to the affirmative side. -Our 
decision in this matter hasn’t been without 
certain investigation, but with that informa- 
tion we join in the parade of the few Amer- 
ican cities who still believe in cooperative 
opening events. We are of the opinion that 
the new era of prosperity which we are just 
entering will see more and more cities con- 
ducting similar displays, and we believe this 
good American custom is due for coopera- 
tive rejuvenation. We would like to see 
every city in America have three major 
opening events—spring, fall, and Christmas. 
We would like to see complete retail and 
display cooperation. Such things aren’t im- 
possible because it has been done not only 
in Portland and many smaller cities but in 
such large cities as Chicago. 





We Conduct An Opening 
Investigation 

Several weeks prior to the 1934 spring 
opening in Portland we approached several 
retailers and displaymen and asked for their 
opinion of such events. We asked Harold 
Wendel, president, Lipman, Wolfe & Co., how 
he valued opening displays. He said, in part, 
“We have had cooperative openings in Port- 
land for so many years now that Portland 
people have come to look forward to each 
event as a barometer of fashion authenticity. 
If you ask a woman or, for that matter, a 
man what is being worn this season, the 





DISPLAY WORLD 


answer is always ‘Wait until after the open- 
ing. We always try to keep our opening 
displays simple. I feel that women are far 
more interested in the beauty of the mer- 
chandise and in the manner in which it is 
displayed than they are in theatrical back- 
grounds.” 

We asked D. J. Davis, superintendent, 
Charles F. Berg, how this organization 
valued opening displays and his answer was, 
“I hope Portland merchants will always con- 
duct cooperative openings. It is each mer- 
chant’s opportunity each season to present to 
an eager audience new fashion merchandise. 
Openings are always attended by a group 
of people who are interested in fashion mer- 
chandise, and such events can’t help but 
command interest, attract attention, arouse 
desire and stimulate purchasing. The news- 
paper publicity which Portland openings get 
is alone invaluable to each merchant par- 
ticipating in the event.” 

Malcolm Tennent, display director, Meier 
& Frank Company, said, “Opening displays 
give displaymen their one chance each sea- 
son to merchandise beautiful windows. Ev- 
ery displayman is an artist fundamentally, 
and displaymen welcome the all too seldom 
opportunity to present fashion merchandise 
in settings of their own creation. Display- 
men are sometimes limited by budgets and 
are unable to produce the displays they be- 
lieve most fitting for the occasion, but such 
limitations only tend to stimulate creativeness 
which results in a finer valuation of the 
work each window must do as well as a 
better appreciation of display budget cover- 
age.” 

L. A. McMullen, display director, The 
Eastern Outfitting Company, replied with, 
“The display director for the small ready- 
to-wear or specialty store appreciates the 
importance of opening displays because they 
give him the opportunity to present his cre- 
ative work for comparison with the best. 
The feeling of ‘What’s the use trying to pro- 
duce beautiful displays with my budget’ 
doesn’t exist in Portland. The small-store 
displayman recognizes his handicap, and 
such displays are considered in their own 
classification. The fact that certain spe- 
cialty shops with but two windows have 
produced some of the most original and 
beautiful opening presentations in Portland 
in recent years should certainly convince 
the specialty shop and small-store display- 
man that creative displays are possible in 
the small store and with a limited budget. It 
isn’t always a case of how little the display- 
men has to spend, it is how he spends it.” 





Speaking of 
Publicity 

DISPLAY WORLD had the opportunity 
of watching the Portland papers during the 
first announcement of the 1934 spring open- 
ing up until the actual event. The free news- 
paper publicity in one paper alone amounted 
to better than 250 inches, while the other two 
papers carried similar space. The event of 
this publicity arrived about as follows: 
(1) Announcement of spring opening dates 
and names of committee; (2) announcement 
of contest of annual spring opening poster 
and names of poster judges; (3) reproduc- 
tion of spring opening poster; (4) newspaper 
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comment on “drawing of store window cur- 
tains ;” (5) newspaper story on opening dis- 
plays, time of opening, names of firms par- 
ticipating, etc.; (6) preview of certain spring 
displays as well as an entire page of im- 
portant spring costumes; (7) story on open- 
ing windows. 





How To Conduct an 
Opening 

In speaking of how to conduct an opening, 
perhaps we should again speak of how Port- 
land does it. The entire event is conducted 
by the Portland Retail Merchants’ Associa- 
tion. A committee of merchants and dis- 
playmen are selected to act as judges, or the 
judging is done by some civic group. A 
series of bulletins are issued to retail mer- 
chants in the downtown district, giving full 
information, while entry blanks are fur- 
nished each store interested in participating 
in the opening. The Retail Merchants’ Asso- 
ciation secures the cooperation of the large 
department store displaymen in the prepara- 
tion of several bulletins suggesting appro- 
priate backgrounds and displays for the 
small merchant who does not have a regular 
display staff, but who is interested in par- 
ticipating in the opening and is interested in 
installing new background displays. This 
bulletin enables many merchants to produce 
attractive displays who would otherwise be 
compelled to remain out of the event. 


At a certain date, usually two or three 
days prior to the actual opening, the win- 
dow blinds are all drawn and the real job 
of tearing out the old displays and installing 
the new presentations begins. At a desig- 
nated time each store opens its windows to 
the crowds, and the event continues for two 
days. Portland is a town of but 300,000 peo- 
ple, but there were better than 300 windows 
especially decorated for the 1934 annual 
spring opening in the downtown district. 
Many of these windows were quite ordinary, 
but of the 300, better than 125 windows had 
special background displays. The windows 
not having special backgrounds were filled 
with cut flowers or had their permanent 
backgrounds repainted or featured their new 
spring merchandise in front of special unit 
backgrounds. 





Securing Retail and 
Display Cooperation 

Portland has proved that opening displays 
are profitable, but Portland, like many other 
American cities, didn’t at one time secure 
the complete cooperation of every merchant 
and displayman and opening displays then 
were a sorry sort of hit-and-miss affair. 
An opening would be announced, and then 
a week before the actual opening date one 
store would open its windows. This store 
would be followed several days later by an- 
other store, and this would continue some- 
times for several weeks. These openings 
were not successful. To have a successful 
opening, every story must open its windows 
on the same night at or about the same time. 
This cooperation can be secured if you can 
get an interested group of merchants and 
displaymen back of the idea. Every store 
of any importance in America freshens up 
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its windows for the seasonable presentation 
of fashion merchandise; the matter of a 
simultaneous opening remains but a question 
of cooperation. 





Featuring Portland 
Openings 

DISPLAY WORLD does not necessarily 
favor the presentation of Portland openings. 
We will be only too happy to feature the 
opening displays of other cities, but we can 
not make such a presentation if the material 
isn’t available. We cannot make a success- 
ful presentation if just a group of pictures 
are sent in from some city that has had an 
opening without complete information con- 
cerning the event and the displays. Just as 
soon as other cities send us similar stories 
of their opening events as is presented this 
month with the Portland opening story, we 
will have the material that will make a simi- 
lar presentation possible. We will admit 
that we have given Portland openings a 
lot of DISPLAY WORLD publicity, but 
Portland has also cooperated with DIS- 
PLAY WORLD in securing the material 
and sending it in to us for presentation. 
Portland likes to talk about Portland, and 
from the looks of recent Portland openings, 
Portland has something to talk about. They 
have certainly given other American cities 
and American retailers and American dis- 
playmen a mark at which to aim. 


. 





Big Attendance Forecast For 
Southern Convention 

The Southern Display Promotional Direc- 
tors will hold its sixth annual conference 
at the Baker hotel, Dallas, Texas, May 28-30. 
Greater interest is being shown by southern 
displaymen everywhere which reflects the 
changed attitudte that has taken place 
among the profession. J. L. Thomas, presi- 
dent of the association, states that judging 
from responses already received, a record- 
breaking attendance is expected. Two big 
features will be the award of a loving cup 
for the best design submitted for an asso- 
ciation emblem and the photo contest, in- 
cluding sweepstakes prizes. All entries should 
be sent to H. H. Wallace, secretary, A. Har- 
ris & Co., Dallas. The following are the 
highlights of the three-day meeting: 


Address, Henry W. Stanley, outstanding 


business authority of the Southwest. Edu- 
cational feature, “Likeness of the Window 
to the Stage.” Educational feature, “Styliz- 
ing Display,” by Margaret Evans. Entertain- 
ment, “Follies of the Work Shop,” by Joe 
Ambrose. Photo contest—there are forty 
classes, and a sweepstakes prize. Educa- 
tional feature, “Architectural Construction,” 
by a southwestern leading architect. Educa- 
tional feature, “Modern Lighting Effects,” 
by Tex Graham, illumination engineer, the 
General Electric Company. Educational fea- 
ture, “Color,” by an artist of great ability, 
Olen Travis. Demonstration, “Paper Mache 
Construction and Its Uses,” by J. A. Poteet. 
I. A. D. M. addresses by the newly elected 
regional board members. Snooping contest, 
in quest of new fixtures; prizes daily. An- 
nual banquet and ball—this will be held in 
the beautiful Peacock terrace of the Baker 
hotel. 


DISPLAY WORLD 


S. Garby Heads 
Steinbach 


Stephen Garby, for the past three years 
display director for the Namm Store, Brook- 
lyn, and prior to that with Thalhimer’s, 
Richmond, Va., has joined Steinbach & Co., 
Asbury, N. J., as director of displays. He 
succeeds Edward S. Arkow who resigned 
recently to join Oppenheim, Collins & Co., 
New York City, as director of displays. 





Columbus Goes On 
Club Map 

On Friday, March 30, twelve displaymen 
of Columbus, Ohio, met at the Y. M. C. A., 
and formed the Columbus Display Club. 
Temporary officiers were elected as follows: 
Edward Fraser, The Union company, pres- 
ident; J. W. Thompson, J. W. Thompson 
company, treasurer; James F. Brischo, 
Roberts Cloak House, secretary. Columbus 
formerly had an unusually active display 
group for many years and the display re- 
vival in that city should result in real 
accomplishments. 





OUR THIRD ADVERTISEMENT 
DISPLAY CUE 
[Continued from page 9] 


band at the bottom of the background is 
retained, cut-out letters must be fastened 
to the actual bacskground or the copy 
painted on the actual background—unless 
the dark band becomes a narrow ledge or 
base-board on which cut-out letters can 
stand, 

The creative displayman can make so very 
many changes in his displays and still retain 
the original effect that original ideas are 
legion. We have already suggested several 
changes possible with the advertisement 
background suggested this month, changes 
which will simplify the reproduction of such 
effects and yet changes which will retain the 
original effect. Other changes such as the 
elimination of the false front background 
effect with the “V” appearing as the actuai 
window background, and the introduction 
of a floor platform entirely across the win- 
dow on which the display of merchandise 
would appear, and the introduction of the 
side figures as cut-out “wing” panels rather 
than as part of the actual background can 
be effected. 

The displayman must select his own color 
scheme for the presentation of his display. 
Most color schemes are selected from colors 
which will prove most effective for smart 
display of merchandise. The background 
must be of neutral color, and of a color 
which will effect the best contrast—light if 
the merchandise is dark and dark if the 
merchandise is light. 

The displayman can present a series of 
displays by changing the color of his back- 
ground to fit the mood of the merchandise. 
For a series of three displays, one window 
might display formal fashions, a second win- 
dow would be devoted to spectator sports 
merchandise, with a third window devoted 
to dresses or coats or street fashions. The 
background suggestion can easily be adapted 
to displays of fabrics, accessories, millinery, 
shirts, hats and many other lines of goods. 
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FELT 


PRACTICAL AND 
ECONOMICAL FOR 


DISPLAY EFFECTS 


USE THE BEST— 
INSIST ON 


ACADIA 
BRAND 


The choice of leading displaymen, for 
background coverings, floor coverings, 
ensemble panels, poster panels, cutout 
letters and applique effects. Over 90 
colors carried in stock—edges do not 
fray—can be furnished in cut lengths. 


Send for Color Chart 


WESTERN FELT WORKS 


Established 1899 


Main Office and Mill 
4131 Ogden Ave. Chicago, IIl. 


Eastern Office and Warehouse 
42-44 East 20th St. New York City 











MAKE A START 


FOR 1934 


After the adjustments of the past year or 
two, there is a very definite interest among 
individuals and businesses to make a new 
start and to build for a future. 


Now is the time for you to fight a battle for 
work and for better pay. This can best be 
done in your case by starting now to make 
yourself proficient in the work you undertake 
to do. 


We Solve Your Problem With 
Our New Home Study Course 


Because you can pay in small installments 
worked out to meet your financial condition. 
Write us fully about your ambitions and pres- 
ent conditions and we will try to help you be 
prepared for better times when they arrive. 


The Koester Sehool 


Teaching Window Display and Card Writing 
367 W. ADAMS ST., CHICAGO 


ANIMATE with 


@ MOTORIZED REDUCTION 
UNITS.....AND 
» REVOLVING MECHANISMS g 
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Enter Window Contest for 
National Cotton Week 


Many displaymen have shown a keen in- 
terest in the window display contest an- 
nounced for National Cotton Week under 
the sponsorship of DISPLAY WORLD, in 
which $100 in cash prizes will be awarded 
as follows: First prize, $50; second prize, 
$30; third prize, $20. The rules and regula- 
tions for this event are as follows: 

1. Any displayman may participate in this 
event. 

2. A window display eligible for this 
event is one in which the major merchandise 
displayed is manufactured from cotton. The 
window is to feature the many advantages of 
cotton in consumer goods. 

3. The window must be one that was on 
view to the public during National Cotton 
Week, May 14-19, 1934. 

4. No formal application is necessary. The 
submission of the photograph, preferably a 
gloss print 8 by 10 inches, enables you to 
participate. 

5. Contest closes May 31, and all entries 
must bear postmark not later than that date 
to be eligible. 

6. Photographs should be sent postpaid to 
DISPLAY WORLD, Cincinnati, Ohio, bear- 
ing no identification marks on the face or 
back thereof. Each photograph must be ac- 
companied by a communication on the firm’s 
letterhead, giving a brief description of the 
display, the exact dates it was on view, in- 
fcrmation as to store tie-ups in connection 
with the display, and a short comment on the 
sales results produced. 

7. The awards will be made by a group 
of three judges, consisting of J. Duncan Wil- 
liams, executive secretary, International As- 
sociation of Display Men; Frank W. Spaeth, 
general manager sales promotion division, 
Netional Retail Dry Goods Association, and 
Jack T. Chord, editor. DISPLAY WORLD. 

8. All photographs entered become the 
property of DISPLAY WORLD and may be 
reproduced at its discretion. 

9. Contest will be judged immediately 
after the close of the contest and awards 
made will be announced in July issue of 
DISPLAY WORLD. 

10. The prizes are payable to the display- 
man who installed the display, or to the firm 
if the displayman so specifies. 

11. Information on special display mate- 
rial available can be had from the Cotton- 
Textile Institute, Inc., 320 Broadway, New 
York City, sponsors of National Cotton 
Week. 

Plans for the observance of National Cot- 
ton Week are going forward rapidly. As this 
has come to be regarded as the opening of 
the retail selling season for cottons, each 
year sees more stores celebrating it as one 
of the biggest merchandising events of the 
entire program. Cotton converters and man- 
ufacturers of finished goods are making spe- 
cials plans to work with the stores, to make 
this the biggest cotton year in a decade. 

Last year more than 28,000 stores all over 
the country actively participated. Their ex- 
perience proved that this event brought 
direct tangible results. This year the Cotton- 


Textile Institute, Inc., is prepared to work 
closely with all merchants taking advantage 
of the present improved opportunities to pro- 
mote cottons on a store-wide basis. 

Cotton and the cotton industry are front- 
page news—cotton textile manufacturers 
have NRA code No. 1 and are among the 
leaders in supporting the forward-moving 
measures already taken for national recov- 
ery. Style acceptance of cottons for men 
and women is of constantly spreading im- 
portance in everybody’s wardrobe. 

The usefulness of cotton is being extended 
steadily for apparel and the home in arti- 
cies of almost endless variety. 

Everybody will be thinking about cotton 
during the week of May 14-19 and the 
Cotton-Textile Institute, Inc., is ready to co- 
operate in every practical way possible with 
the thousands of alert and progressive firms 
and individuals to whom National Cotton 
Week is an event of major importance. Un- 
usually complete and timely store-selling 
helps have been prepared. These will be 
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available without charge to all participants 
scattered throughout the country. 

The outstanding display help will be a 
colorful poster printed in red, white, and 
blue, size 12 by 18 inches, which will be 
mailed to the sales promotion managers of 
stores on May 3. Each store will get sev- 
eral of them, but displaymen can write direct 
to the Cotton-Textile Institute, Inc., and re- 
ceive any quantity they are sure to use in 
their windows or store interiors. A special 
bulletin will be sent to store merchandise 
managers giving a lot of good fashion’ in- 
formation from leading fashion and popular 
women’s magazines and special reports from 
such authorities as Amos Parrish, Tobe and 
Mildred Fuller. This information will be 
very useful to displaymen in selecting mer- 
chandise and also in lining up copy for cards 
or posters and some sections can be blown 
up and used as units for backgrounds in 
their displays. 

You can use wide discretion in the selec- 
tion of the merchandise for your display as 
the only requirement is that the goods shown 
be manufactured chiefly from cotton. 

All entries should be forwarded to DIS- 
PLAY WORLD as quickly as possible after 
the window has been installed as the plan is 
tc announce the winners as quickly as pos- 
sible. 





National Movement 
Drogresses 


By R. E. McWAIN 
President P. C. A. D. M., Vice-President I. A. D. M. 
J. C. Penney Co., Seattle, Wash. 


Recent issues of display publications 
verify the fact that there is a national move- 
ment to organize local display clubs and 
affiliate with our parent organization, the 
VAS DEM. 

This is evidenced by noting the activity 
that is developing nation wide by the forma- 
tion of new display clubs and by old clubs 
again functioning. The Chicago, Des Moines, 
South Bend, Seattle, and other clubs too 
numerous to mention, have already organ- 
ized, and it is hoped by the writer that they 
will soon become a part of our national or- 
ganization, the I. A. D. M. 

Displaymen are becoming alive to the 
necessity of organization, and particularly 
one of national scope. Through such an 
organization display can be elevated to the 
standard where it belongs and your worth 
as a displayman will be recognized in the 
business world. A _ national association 
would be instrumental in better displays. 
better business, and better displaymen. 

Today the I. A. D. M..is at our command, 
ready to become active and fight for display 
recovery. But what are we going to do? 
We can not just hope and pray for the I. A. 
D. M. alone to make conditions better. We 
can not expect the I. A. D. M. to bring more 
recognition to display without our support. 
We can not just see what the other fellow 
is going to do regarding the I. A. D. M. We 
can not let the officers in the I. A. D. M. do 
all the work. We can not be satisfied and 


content with ourselves and yet curse display. 
We can not let a ten-dollar membership in 
the I. A. D. M. stand in our way towards 
recovery. 

If every man and woman connected with 
display would support the I. A. D. M. by 
showing action and send in their membership 
and give the I. A. D. M. their united sup- 
port, we would have a better profession and 
a truly representative organization that dis- 
play must have or display will ultimately 
lose its identity as such in business. 

No doubt, display was caught sound asleep 
during the nation-wide cail for recovery. 
Where or what was our national organiza- 
tion during that most needed time? It was 
inactive—but why? Because you and I did 
not give our united support. We did not 
send in our membership fees. Maybe we ex- 
pected something for nothing. 

Today we are waking from our slumber. 
The shces are beginning to pinch our feet, 
and our cry is for organization. Displaymen 
are seeking a recovery program. Such a 
program can be had if individual display- 
men, groups, etc., would all unite together 
and form new local clubs. Sell your fellow 
displaymen by firing them with the enthusi- 
asm of recovery and the necessity of national 
recognition. 

Think it over, fellow displaymen. Analyze 
the cause of display depression. No doubt 
you will find the reason—Lack of Organiza- 
tion. 
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DISPLAY WORLD 


Minimum PriceApplication 
Denied Installers 


The members of the window display in- 
stallation trade will receive with much mis- 
giving and despair the news that the na- 
tional recovery administration has refused 
the application of its code authority for an 
emergency amendment which would permit 
the establishment of a minimum price, below 
which no member of the trade would be 
allowed to sell. Competitive conditions in 
the trade have been ruinous and with the 
operation of the code providing for greatly 
it:creased wage rates, installers are finding 
themselves in a precarious position. The 
trade as a whole is rightfully questioning 
the President’s sincerity in his statement that 
the chiselers must be eliminated from busi- 
ness. All installers who want to make their 
voices felt in the present emergency so that 
the administration will know that they as a 


‘unified group demand protection as prom- 


ised by all spokesmen of the administration, 
should write at once to one or all of the 
following, emphatically expressing their 
views in the present situation: Hugh S. 
Johnson, recovery administrator; William P. 
Farnsworth, deputy administrator; E. E. Mc- 
Cleish, assistant deputy administrator, all of 
the national recovery administration, Wash- 
ington, D. C. 


The public hearing on the inclusion of the 
emergency amendment in the code of fair 
competition of the advertising display in- 
stallation trade was held at Washington on 
March 16. The amendment is_ entitled, 
Limitation of Prices, and reads as follows: 


“Section 1. When the code authority de- 
termines that an emergency exists in this 
trade and that the cause thereof is destruc- 
tive price-cutting such as to render ineffec- 
tive or seriously endanger the maintenance 
oi the provisions of the code, the code au- 
thority may cause to be determined the low- 
est reasonable cost of the service to this 
trade, such determination to be subject to 
such notice and hearing as the administrator 
may require. The administrator may ap- 
prove, disapprove, or modify the determina- 
tion. Thereafter, during the period of the 
emergency, it shall be an unfair trade prac- 
tice for any member of the trade to sell or 
offer to sell any service of the trade for 
which the lowest reasonable cost has been 
cetermined, at such prices or upon such 
terms or conditions of sale that the buyer 
will pay less therefor than the lowest rea- 
sonable cost of such service. 


“Sec. 2. When it appears that conditions 
have changed, the code authority, upon its 
own initiative or upon the request of any 
interested party, shall cause the determina- 
tion to be reviewed. 


“Sec. 3. During the period of such emer- 
gency, the provisions of article VII, section 
3, of the code of fair competition shall be 
temporarily suspended. 

The code authority was represented by 
Frederic L. Wertz, Howard J. Cox and 
Nathan Silverblatt, executive secretary. The 
national recovery administration was repre- 


sented by William P. Farnsworth, deputy 
administrator; E. E. McCleish, assistant 
deputy administrator; Herman A. Dudley, 
assistant to McCleish, and, in addition, by 
representatives of the various NRA divi- 
sions, including the consumers’ advisory 
board, labor advisory board, industrial ad- 
visory board, legal division, and the plan- 
ping and research division. There were pres- 
ent, in behalf of the consumers of the trade, 
Albert Haase, Washington representative of 
the Association of National Advertisers, and 
George Farrel, Lamont, Corliss & Co., New 
York City. Among the well-known installers 
present at the hearing were S. R. Rileigh, 
Rileigh Display Service, Kingston, Pa.; S. J. 
Hanick, S. J. Hanick Company, Philadelphia, 
Pa.; R. V. Wayne, Wayne Services, Detroit. 
Mich., and others. 


A very able presentation of the conditions 
in the trade and the need for the amendment 
was made by Frederic L. Wertz, in addition 
tc which additional arguments were pre- 
sented by Howard J. Cox and Nathan Silver- 
blatt. It was clearly demonstrated that 
competitive conditions in the trade were such 
as to make it impossible to carry out the 
wage provisions of the code, and would tend 
to the destruction of the trade and the im- 
proved facilities and services which it had 
taken years for the pioneers in the business 
to build up. Haase, in behalf of the national 
advertisers, stated that some of the claims 
made seemed very fair, but emphasized that 
his group was opposed in principle to any 
amendment that would result in ultimate 
price fixing. 

There followed immediately thereafter a 
hearing on the application of the code 
authority for the determination of a mini- 
mum price, of 100 per cent markup on the 
piece-work wage rate, not including the cost 
of crepe paper and decorative materials. 
Again, Wertz assumed the burden of the 
presentation and effectively demonstrated 
that unless the request of the code authority 
was granted it would finally result in wide- 
spread evasion of the wage provision and a 
general lowering of the standards which pre- 
vail in the trade at the present time. The 
value of window installations as a powerful 
advertising medium depends greatly on the 
quality of service given, and: without an 
adequate price many of the abuses of the 
past would be sure to return, bringing about 
a distinct loss to the advertiser. Haase was 
not prepared to speak for his group as to the 
fairness of the request of the code authority, 
and was given until March 26 by Deputy 
Farnsworth to present the viewpoint of the 
Association of National Advertisers, to which 
date the hearing was postponed. 

The adjourned hearing was held on March 
26 with Frederic L. Wertz present in behalf 
ot the code authority, and Albert Haase in 
behalf of the A. N. A. Haase was unable 
to present any real objections to the deter- 
mination of the minimum price requested, 
but claimed that the raising of installation 
prices might result in the abandonment of 
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the use of service companies for display in- 
stallations with a resulting increase of un- 
employment in the trade. Deputy Farns- 
worth then took the matter up tor further 
consideration and for the complete review by 
the various divisions of the national recovery 
administration and announced that final de- 
cision could not be rendered before March 31. 

In the meantime the code is effective and 
is being aggressively administered through 
the office of the executive secretary at 1209 
Sycamore street, Cincinnati, Ohio. Nearly 
200 assents have been received, including the 
filing of open prices, monthly operation 
statements, labor reports, etc. This has per- 
mitted the compilation of a representative 
survey of the conditions in the trade for the 
month of February, which conclusively prove 
the need of the emergency amendment and 
the establishment of a minimum price, below 
which no member of the trade may be per- 
mitted to sell. A copy of this report has been 
forwarded to the national recovery adminis- 
tration at Washington. 

All persons engaged in the business of in- 
stalling window and interior displays for 
others are subject to the code and if they 
have not already received copies of the code, 
together with all the necessary forms, they 
should communicate at once with the execu- 
tive offices at Cincinnati. 





Displaymen In Des Moines 


Always Active 

The regular meeting of the Des Moines 
Display Club was held April 3, with thirty 
members present, including several initiates. 
The meeting was especially interesting, and 
was featured by a fine address by Dan Frye, 
advertising manager, Radio Station KSO, in 
which he related the procedure of the Na- 
tional Broadcasting Company in lining up 
programs. He pointed out the fact that they 
are now also working with the displaymen 
in furnishing display material to tie in with 
the broadcasts. 

A crepe paper demonstration was given by 
Foster Kesl, Kes] Display Service, ably as- 
sisted by Gus Waldner. The display proved 
educational as well as interesting. Plans 
were discussed and formulated for the ap- 
‘proaching Iowa-Nebraska Bi-State conven- 
tion to be held in Des Moines at the Hotel 
Savery, June 25 and 26. Every displayman 
was urged to attend all sessions. 

Discussion also took place with reference 
to the Chicago I. A. D. M. convention, to 
be held in mid-August, with a goodly num- 
ber of Des Moines displaymen promising to 
attend. Wm. Blyler, Montgomery Ward & 
Co., was appointed secretary, and B. S. 
Berck, publicity director. A new constitu- 
tion for the club was unanimously adopted. 


To promote and maintain attendance, a 
bit of originality was used in that each mem- 
ber contributed 10 cents to a “Jack pot,” the 
winner’s name to be drawn at the following 
meeting, but should the member be absent,. 
another drawing would be held at the next 
meeting. 

All displaymen are cordially invited to at- 
tend the convention of the Iowa-Nebraska 
Display Men’s Association to be held at Des 
Moines. An interesting and educational] 
program is guaranteed. 
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DISPLAY WORLD 


Thru Rose Colored Glasses 


By GEORGE WESTERMAN 
President I. A. D. M. 
Commonwealth Southern Corp., Jackson, Mich. 


Looking backward instead of forward 
these days may easily produce melancholy if 
we consider only certain factors. There 
are still a goodly’ portion of those of the 
display personnel enslaved by the doctrine 
ot melancholy and for no good reason. This 
is, | am sure, just the irrational behavior 
of human beings under stress. Buffeted by 
four years of depression, dismayed by the 
NRA, CWA and all its alphabetical family, 
wracked by a hundred and one pet vexations, 
we, any of us, are apt to visualize con- 
ditions through dark glasses. As a conse- 
quence, our minds are not attuned to prop- 
erly, intelligently and enthusiastically deal 
with recovery, reconstruction and reforma- 
tion. 

As I see it, our chief problem today is 
to shake off this shroud of melancholy so 
that we may face the future stripped for 
constructive action. There is no reason why 
our profession has had more than its share 
of gloomy prospects. 

There is an exceedingly bright side to 
the future of every displayman but it of 
course demands hope, courage, and con- 
structive thinking on the part of every one 
of us. The bright feature consists princi- 
pally in the fact that now and from now 
on more than ever before there is that pent- 
up market for every known commodity. 
The public have for more than three long 
years denied themselves everything except 
the dire necessities of existence—partly due 
to mass fear—partly due to greatly reduced 
personal incomes. 

Within the last twelve months new 
optimism has been born within our minds, 
and due to many causes new markets have 
been opened for every known line of mer- 
chandise. New stores appear in former 
vacant fronts. Manufacturers’ representa- 
tives, with new enthusiasm, are calling on 
their trade again after an absence of two 
to four years. On every side we see new 
activity and on every side we see reasons 
why we should be “looking at the world 


through rose-colored glasses.” Remember 
when you get the idea the world is against 
you—it is. 


For many years 2n International Display 
Association has endeavored to assist the 
display profession in their problems, to help 
them elevate themselves, and to assist in 
their education in various manners. Old 
Man Depression came along, he added more 
whispers to those already abroad and willing 
ears among the display profession heard and 
accepted all that was said as facts. This 
brought on a national lack of either moral 
or financial support to the association. 
All of us are to some extent guilty, but it’s 
difficult to believe that there is a displayman 
in the country who ever took an interest in 
the I. A. D. M. but who would admit it 
was a grave and costly mistake when we 
failed to support our own profession when 
it was most needed. 

In 1933, a new I. A. D. M. took shape, the 


feelings of displaymen as to the necessity for 
such an organization has been reflected in 
the results obtained, the clubs affiliated and 
the new members at large. The first man 
you must sell on the value of your pro- 
fession is yourself. 

If you sincerely take a firm interest in 
your firm’s interest you'll delay no longer 
but will voluntarily become a member of 
the I. A. D. M. Every present member 
should take it upon himself to interview 
one other displayman and to influence his 
becoming a brother member. 

Any displayman should be willing to put 
forth this little effort to further the associa- 
tion program. It is so imperative that the 
membership strength of the I. A. D. M. be 
increased as rapidly as is possible to allow 
for sufficient finance to carry on the pro- 
gram the administration have set up for 
your and every displayman’s benefit. 

Remember the International Association 
of Display Men is not a profit making 
organization. Remember, too, that every 
man administering to its function is giving 
unselfishly of his time without financial re- 
dress for his efforts. Every cent received 
through membership is put into service work 
for the members. 

Send in your own membership, then in- 
terest one other displayman to do the same 
—you will have performed a duty for your- 
self and for the profession. Do this one 
thing and do it now—spell “now” back- 
wards and you'll have the answer of what 
you’ve accomplished in behalf of the pro- 
fession. 





Interesting Features At 
Chicago Club Meeting 

A new wrinkle in the presentation of a 
display club program was enthusiastically 
received by a large crowd at the regular 
monthly meeting of the Chicago Display 
Club, April 2, at the Hotel Sherman. It was 
Carson, Pirie, Scott & Co. night and that 
company’s display department sponsored the 
events and arranged the complete program, 
including attendance prizes which were given 
to two lucky displaymen at the close of the 
meeting. 

Richard Thain, charge of advertising, Car- 
son, Pirie, Scott & Co., wholesale, brought 
thunderous applause at the conclusion of his 
talk when he presented his views on the 
value of window display in the turnover of 
merchandise. Basing his opinions on the 
experience of a number of years of active 
association with retail stores sales promo- 
tion departments in various cities throughout 
the country, he stated that he considered the 
displayman was worth twice as much to the 
retail store as the advertising man in effect- 
ing the sale of merchandise. 

He cited several samples where store dis- 
play departments had carried out the ex- 
ploitation of particular items over and above 
expectations and at less cost than other 
methods. Thain urged that all displaymen 
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stress features of goods which had news 
value rather than price appeal in the presen- 
tation of merchandise, as he averred that the 
public was tired of buying low-grade items 
at a price and which did not prove satis- 
factory. 

Fred Ott, official scout for Field and 
Stream and night superintendent at Carson’s 
retail store, presented thirty minutes of 
Field and Stream moving pictures depicting 
exciting adventures in hunting, fishing and 
canoeing in the wiids of the United States 
and Canada. Several of the scenes were very 
difficult to secure and to the writer’s knowl- 
edge the first time to be viewed by those 
present and have never been shown publicly. 

J. D. Williams made a short talk in which 
he told of the progress that was being made 
in arranging for the August convention of 
the I. A. D. M. and he stated that the co- 
operation of the manufacturers was the best 
that had ever been received. Many have 
definitely stated their desire to participate 
and from all appearances the convention this 
year will be the greatest that has ever been 
held. 

A report from the new Installers’ Group 
showed that not only the anticipated number 
of members would be secured but that sev- 
eral smaller organizations have requested 
information and expressed the desire to be- 
come members.—Reported by L. J. Dwiggins. 


CONTINENTAL DISPLAY 

ADAPTATION 
[Continued from page 23] 
display and constructional effects achieve 
simplicity of merchandise and display con- 
ception; the perspective arrangement of mer- 
chandise and display factors produce an 
original, interesting and attractive window 
technique. 

The display set-up sketches shown with 
the story present our conception of the orig- 
inal display. The probable floor plan of the 
original display is indicated in the large 
sketch; the sketch at the bottom left indi- 
cates the probable side elevation of the con- 
tributing display effects. The displayman 
should not have any trouble following the 
arrangement of the display. Just compare 
the original photograph with the large 
sketch of the floor-plan and the sketch of 
the side elevation. There is a fundamental 
reason for every contributing factor in the 
display. 

Immediately below the large floor plan 
sketch is our conception of the adaptation 
of this display for a presentation of millinery 
or hats. The original line and form of the 
display will be recognized; by the addition 
of a stepped shelf displayer, and a group 
of modern millinery or hat display heads, 
a smart continental display will result. The 
oblong blocks indicate the position occupied 
by the display heads in the presentation. 
Twelve hats would be featured on display 
heads. 

At the bottom of the set-up sketch is 
another adaptation. It suggests a display 
set-up for accessories. A grout of three 
stepped shelves with curved ends join the 
background panel at the right of the dis- 
play. The three modern figures are placed 
at the left front of the display on the stepped 
shelves—their heights are graduated, with 
the highest figure at the window glass. 
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e OPPORTUNITY EXCHANGE e 








REPRESENTATIVES 


Wanted for our New Continental Inven- 
tion, “Servus-Klips” (patent pending), 
which bring a revolutionary change in 
display fixtures. With “Servus-Klips” 
every displayman can easily build always 
different arrangements. More than 120,000 
in use already. State in first letter your 
territory, firms you represent and _refer- 
ences. 


Ser-vus Display Specialties Co. 
1133 Broadway New York N. Y. 


AGENTS WANTED 
Salesmen or sales organizations to sell a new 
ACTION Window Display unit, priced at $250, 
to department and retail stores. Motion (AC- 
TION) display attracts crowds; increases sales. 
Storekeepers need it. Excellent commission; 
exclusive territory. Preference given to’ those 
able to finance sample unit. 
SPIRO MFG. CO., Dobbs Ferry, N. Y. 








SALESMEN WANTED 
To sell the largest line of die-cut Felt Letters, 
Cork Letters and Felt Letter Show Card Kits. 
Every store is a prospect. Excellent sideline. 
Profitable proposition on a commission basis. 
Give age and experience in first letter. 
FELT LETTER STUDIOS, MFRS. 
538 S. Wells St. Chicage, Ill. 


MANUFACTURER WANTED 


To produce, finance and merchandise 
newest all-purpose display fixture—which 
utilizes space to best advantage. 

It is a newly patented meritorious dis- 
play fixture that can show a variety of 
goods such as shoes, spats, handbags, cos- 
metics, yard goods, haberdashery and 
others too numerous to mention. 

Replies will be promptly attended to. 
Negotiations considered confidential. 


WILLIAM K. ROTH 
35-10 35th St. Astoria, L. I., N. Y. 











FOR SALE—WALTERS’ FIT-RITE AND STA- 
ON WINDOW SOCK FOR DECORATORS. 
Made of heavy fleece-lined Jersey cloth, 55c 
pair. $3.25 half dozen, $5.25 dozen, postpaid. An 
elastic tape band is sewed in the top. Patented 
May 20, 1924. Fits over any shoe. Order by 
size shoes worn. 
J. M. WALTERS, Mfr. 

220 South Benton Way Los Angeles, Calif. 


DISPLAY MANAGER 


whose window displays are photographed in 
magazines, is open for a new connection. Can 
write cards and has many promotional ideas. 
For past 10 years with one firm; was in charge 
of their 5 stores, with a staff of 5 men under 
him. DONALD A. FERGUSON, 2645 E. Fort 
St., Detroit, Mich. : 


COMBINATION MAN 


Window trimmer and advertising manager 
with 16 years’ experience in popular price 
department stores wishes position with reliable 
firm. Can furnish best of references. Will go 
anywhere. Address HARRY KROSKIN, P. O. 
Box 54, Lynchburg, Va. 








POSITION WANTED 


Experienced displayman, cardwriter, sign 
painter and salesman wishes steady position 
with future. Five years’ experience in men’s 
clothing. Also typing and shorthand. Age 26. 


FRANK HEIGHTSHOE 





1719 Lucinda Ave., Perry, Iowa 





POSITION WANTED 


Displayman, cardwriter, and advertising man. 

Steady, capable worker. Prefer New York 
Metropolitan district. Wide experience and 
willing to work hard. 


“R. M. G.,” Care DISPLAY WORLD 
151 Fifth Avenue New York City 








POSITION WANTED 


Poster Artist with cardwriting and display ex- 
perience. Al references. Age 22; single; will 
go anywhere. Samples on request. 


SIHRANO GALLEGAS 
30212 W. Central Albuquerque, N. M. 

















NEW STORE FRONTS REVEAL 
SALES VALUE OF LIGHT 
[Continued from page 3] 


from colored lamps concealed below, thus 
silhouetting the sign letters. For further 
punch and sales appeal the background may 
be lighted by clear lamps in place of the 
colored. Considerable value is gained by 
planning the sign and its background to 
simulate a ball, thus tying-in the shape of 
the sign with the name of the store. The 
letters in the sign “Gifts” are silhouetted 
against a luminous opal glass panel across 
the front of the store above the display 
window. These letters are readily change- 
able, hence any desired message could be 
sent out to the passer-by merely by chang- 
ing the cut-out letters. 


One of the unique features of the double 
silhouette letter TOC sign is that much 
more pleasing effects are produced by using 
primary colors, inasmuch as these attract 
just as much attention but in a more pleas- 
ing way. These letters, with the smal! letter 
shapes on the face of the larger letter shapes 
behind, are mounted on a stainless steel 
background. The front letter appears in 
silhouette against the larger letter which in 
turn is lighted by lamps concealed within 
the smaller letter, while the metal back- 
ground is lighted in pleasing and interesting 
streaks of light from lamps concealed with- 
in the larger letter. With the various colors 
arranged on separate circuits, unusual color 
combinations can be obtained at will. The 


large panel above the doorway, lighted by 
lamps concealed behind, is intended for use 
with changeable silhouette letters with which 
any desired message can be conveyed to the 
public. 

One of the most noteworthy features of 
these new types of signs is that the latest 
types of materials are used in their con- 
structions, as is true in the case of the rest 
of the building fronts. Stainless steel and 
opal glass make up a large part of them. 
An equally important factor is that the signs 
are impressively designed as a part of the 
building front, and are obviously included 
with the original plans rather than being 
tacked on after the building construction 
has been completed. Modern sign con- 
struction is so outstandingly different in 
treatment from that in the past that the 
results are considerably more spectacular 
than any effects which were possible with 
the older types. 

One of the most attractive applications of 
decorative built-in architectural lighting is 
the long column of molded glass extending 
from the bottom to the top of the Light 
Incorporated store on the right side. This 
tall glass panel can be lighted in numerous 
color combinations to produce pleasing color 
effects. Small molded* glass ornaments 
lighted in various colors from behind help 
to decorate the front of the “Ball” store 
front. 

The lighting in the windows of these stores 
demonstrates effectively how light serves as 
a valuable merchandising aid. The large 


display window at the front of the Light In- 
corporated store strikingly shows the effect 
of different intensities and colors of light 
on the appearance of the display. The levels 
of illumination can be built up at will by 
display window lighting equipment concealed 
above, and various combinations of color can 
spot or flood the displayed merchandise to 
give it greater attractiveness. Trap doors in 
the bottom of the display window can be re- 
moved and replaced by diffusing glass 
through which lighting units below send the 
light upward. On the other side of the en- 
trance doorway a circular display window 
contains a model well-lighted building in the 
miniature, which has its own lighting. The 
entrance to the store is lighted by lamps 
coacealed above opal glass panels. 

The display window in the “Ball” store is 
lighted by opal glass panels across the ceil- 
ing and along the side wall, and the entrance 
is lighted by opal glass panels above. The 
small wall case on the other side of the en- 
trance is beautifully lighted by diffusing 
glass tubings shaped in a half-circular back- 
ground which are lighted by colored lamps 
behind, thus giving the merchandise on dis- 
play any desired attractive tint. 





Hughes Succeeds Duncan 
At Edwards, Buffalo 

E. W. Edwards & Son, Buffalo, N. Y., has 
appointed James Hughes display manager, to 
succeed Kenneth W. Duncan, resigned. 
Hughes had been first assistant to Duncan 
for several years. 
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SPRING VISITS THE ROSE CITY 
[Continued from page 7] 


painted a lovely rich, and yet neutral, green. 
The green was the result of painting the 
backgrounds a French white, over which a 
green glaze was applied. The moulding trim 
in every window was in silver, while every 
floor was either black velvour carpet or tile. 
Smart floor plaques merchandised interest- 
ing fashion presentations. Paul Durant can 
well be proud of his achievement; there 
wasn't a lovelier front in Portland. The 
four basic windows, around which and from 
which every display was developed, are 
shown with this story. The most elaborate 
presentation appeared in the Tenth and Mor- 
rison corner. An immense arch framed a 
cut-out grill window effect which developed 
a palm-leaf motif. The grill window was 
backed with tinted parchment and _ illumi- 
nated from behind. The entire floor was of 
copper tile. One garment was a flower print 
in luscious colors on white. The other was 
of lipstick red chiffon. 

The palm-leaf motif was also developed 
by Paul Durant for one of his men’s wear 
displays. The background in this display 
was in a series of curved planes, the first 
plane consisting of the cut-out grill window 
effect with the second and third planes in- 
creasing the size of the background curve, 
with the fourth plane the actual background. 
Stepped platform displayers appeared at the 
front of the window and furnished steps for 
the display of merchandise. The millinery 
display contained a center piece which was 
used in several of the other windows. A 
large circle of silver contained a stepped 
construction form which, being constructed 
of cut-out grill work, was illuminated from 
behind. The front of the stepped construc- 
tional forms was curved to add depth to the 
stepped shelves. The back of the circle con- 
tained curved panels finished with silver 
moulding. 

Another smart Olds, Wortman presenta- 
tion featured a black and white cocktail hour 
gown. The silver circle protruded into the 
actual window with the visible means of 
support being two shelves—one on the left 
being about 48 inches off the window floor, 
the one on the right being approximately 84 
inches off the window floor. Three strips of 
silver moulding appeared about 4 inches be- 
low the edge of each shelf and ran from the 
circle to the window wall. At the left of 
the circle, and on the window floor, a plain 
circular bench appeared. The circle framed 
a series of mirrors which were sprayed to 
give a dull and shiny surface. A _ lovely 
lalaqui figure appeared in the center of the 
circle. 

Space will not permit a complete descrip- 
tion of Malcolm J. B. Tennent’s displays 
for Meier & Frank’s. To say that they were 
grand will not serve as a description, but 
as DISPLAY WORLD plans to present the 
series of displays in the form of articles 
showing just how Tennent achieves his spec- 
tacular presentations, I must suffice with 
but a brief description. With the exception 
of his four corner windows, Tennent always 
merchandises his front in a series of six 
groups of three windows each. The only 


change in each group of three windows will 
the constructional 


be in color and design, 
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forms remaining the same. Tennent’s four 
corner windows presented the spring bride, 
summer bathing fashions, travel clothes and 
brother and sister clothes. 

One series of three displays featured 
modern decorative paintings with the themes 
depicting flowers, marine and _ machinal 
ideas; these windows presented ready-to- 
wear and millinery. Another group of three 
windows showed modern home furnishings 
for the living room and dining room, with 
the third window showing modern decorative 
fabrics. A third group of. windows consist- 
ing of constructional forms and modern line 


paintings representing men merchandised 
men’s furnishings. 
A group of three windows displayed 


accessories, with a large terraced floor plat- 
form serving as a base for the presentation 
of the accessories. In this group of three 
windows a modern painting hung on wooden 
moulding at one side of the window, while 
balance was achieved with a modern con- 
structional pedestal placed at the other end 
of the window on the platform displayer. 
A group of three windows formed of illumi- 
nated, frosted glass panels, which were 
framed with an extremely modern moulding 
and floor design, and which stood on a con- 
structional floor platform, presented printed 
fashions. Each of these windows contained 
a large glass bowl filled with real apple 
blossoms. Still another group of three win- 
dows presented a background formed of a 
huge circle which contained a smaller circle 
in the center of the large circle devoted to 
a scenic painting. A constructional shelf 
form appeared on one side of this group of 
windows while a constructional bench form 
appeared on the other side. 





Fluted Chromaloid Put 
On Market 

To the line of bonded metals manufactured 
by the American Nickeloid company, Peru, 
Ill., there has been added a fluted design 
in chromaloid. It affords a_ light-and- 
shadow reflecting effect that makes it especi- 
ally desirable for window backgrounds and 
display units. It comes in sheets 30 by 
84 inches, or in multiples of these sizes. 





Shreveport Keeps In 
the Limelight 

The March issue of “Slinging the Bull,” 
that now famous bulletin of the Shreveport 
(La.) Display Men’s Club, keeps one ap- 
prised of display doings in that city. Says 
the editor: (1) Attractive displays will mod- 
ernize your store; (2) attractive displays 
focus attention on your store; (3) attractive 
displays help build store prestige; (4) at- 
tractive displays bring assured profits; 
(5) attractive displays bring increased sales; 
(6) attractive displays tie up with national 
and newspaper advertising for even greater 
sales coverage; (7) attractive displays are 
any store’s cheapest form of advertising; 
(8) attractive displays will cost more money, 
but the cost distributed over a season will 
make the actual cost very little. 

And here’s a good razzing for absentee 


members: Famous Excuses: Longnecker— 
boss out of town; had to take his place on 
the floor; Wade—couldn’t make it; Morrell 


-—forgot all about it; Haigler--had no car, 
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too far on street car; Wilkes—bunch of 
work came in at last minute; Lawson—noon 
hour 11 to 12, couldn’t get anyone to change 
with me; Bullard—got tied up; McCurry— 
had a window out, sorry I’m late; Joyce— 
couldn’t make it, business too good. 





Washington Installers Form 
Association 

At a meeting held March 16 the majority 
of disp‘ay services operating in western 
Washington met at Seattle and formed the 
Washington Display Installation Associa- 
tion, at which M. A. Thompson, Northwest 
Display Service, Inc., Seattle, was elected 
president, and C. 1D. Rutter, Rutter Display 
Service, Seattle, secretary. As stated, the 
aim of the association is to create a better 
understanding among the display services as 
to their mutual problems and to iron out 
such misunderstandings which may arise 
among any of the members. It was also 
agreed to give full cooperation in the con- 
trol of the trade under its code of fair com- 
petition and in every way to better the in- 
stallation conditions in that territory so as 
to make the Washington market more at- 
tractive for the national advertiser. 





New Styles In 
Felt Letters 

Felt Letter Studios, 538 South Wells 
street, Chicago, manufacturers of die-cut 
felt and cork letters, have announced the ad- 
dition to their line of three “up-to-the-min- 
ute” styles of letters that are “refreshingly 
different.” Each style is available in several 
of the most desirable sizes, large enough 
to be easily read from a distance. 

These new styles—by the simplicity of 
their design, and their readability, are 
ideally suited to draw attention and add 
the necessary sales creating punch to any 
display. Circular illustrating entire line 
will be sent on request to any displayman. 
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For Display Equipment 
and Decorations 
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Invites 
Your Patronage 











BOTANICAL 
325 WEST MADISON STREET 


Decorations of Character 


Send a Sketch of What’s Wanted and 
We Will Submit Samples 








W. L. STENSGAARD & ASSOCIATES, INC. 


MERCHANDISE MART 
Window Display Producers and Counsellors 





THE KOESTER SCHOOL 


367 WEST ADAMS STREET 


Correspondence Instruction 








NATIONAL CARD, MAT & BOARD CO. 


4318-36 CARROLL AVENUE 
Showcard Boards—Mat Boards 
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MESSMORE & DAMON, Inc. | 


Creators of Mechanical Displays for Show Window 
and Advertising Purposes 


404-408 W. 27TH STREET 








PALMENBERG DISPLAY EQUIPMENT, Inc. 


Display Fixtures and Mannequins 
Complete Display Equipment 


530 SEVENTH AVENUE 





MILEO’S NEW LINE OF MANNEQUINS 


Will either sit or stand—-Flexible Arms and Hands 
which can be used in any position desired. 


MILEO—44 EAST 8TH STREET, NEW YORK 








EINSON-FREEMAN CO., Inc. 


Lithograpked Window and Counter Displays 
for National Advertisers 
STARR AND BORDEN AVES. 
LONG ISLAND CITY, N. Y. 














THESE DISPLAY SPECIALISTS ARE READY TO SERVE YOU 
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Only book of its kind ever published oo 














Ad practicat, informative book, written 
in understandable language and illustrated 
by Duke Wellington, creator of hundreds of out- 
standing theatre lobby displays. It contains an 
illucidating treatment of the fundamentals of lay- 
out and design and workable examples. In its 
clear text the author aimed to present a volume 
that would be an inspiration to those who aspire 
to mastery of this fascinating art. 


All the material for POSTER ART was com- 
piled by Mr. Wellington and his staff. It repre- 
sents the result of his years of practical experience, 
study and research in the field of Poster Art while 
actively creating displays that helped sell many of 
the outstanding theatrical productions. The ma- 
jority of the illustrations are from displays actually 
produced to “sell the show.” 


POSTER ART contains 250 pages—29 chap- 
ters—150 full-page plates—a complete color chart 
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DISPLAY WORLD (Book Department) 
Cincinnati, Ohio, U. S. A. 


[) Enclosed find $5.00, for which’send a copy of Wellington's “POS- 


TER ART” postpaid. 


[) Enclosed find $7.00, for which send me Wellington’s “POSTER 
ART” postpaid, and enter (or extend) my subscription to DISPLAY 


WORLD for one year. (Outside VU. S. A., $8.00.) 
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—8 posters in colors. It has an attractive de luxe 
binding in black with title imprinted in canary 
yellow. Published in convenient size of 814x11 
inches. Chapters are profusely illustrated and 
arranged to give separate treatment to all types of 
posters. 


Written for Poster Artists, Screen Process Art- 
ists, Sign Writers, Show Card Writers, Lobby Dis- 
play Specialists, Background Artists, Layout Men, 
Commercial Artists, Sketch Artists, Designers, 
Illustrators, Letterers—a veritable storehouse of 
ideas, information and inspiration for all those 
engaged in sign and display art—for beginner as 
well as for expert. 


POSTER ART is a book of distinction and the 
only book of its kind every published. It belongs 
in the private library of every individual seeking to 
develop art talent. 


$5.00 


POSTPAID 


FOR SALE BY 


The Display Publishing Co. 


1209 Sycamore Street - - - - Cincinnati, Ohio 


ORDER YOUR 
COPY NOW/ 
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